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The SEM... 


a Home and Abroad 
portrayal of the new 
look of the sixties... 

a fashion evolution 
from the dressy vogue 
to free and easy open- 
ness in a tailored shoe. 
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#370 Bombay 

available, too, in #3308 

Bone, #382 Celadon 

and White... by 

H.&A. Shoe Corporation 
New York 1 














E. Hubschman & Sons Division 
of Gera Corporation 

Philadelphia 23, Fashion Office: 
261 Fifth Avenue, New York 16 





)YOU LIKE FRIENDS? 


THEY KEEP 
COMING BACK 
FOR MORE 
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You can hardly beat PORTAGE and PORTO-PED regulars off 
with a stick! They're spoiled, that’s what they are! Once they’ve walked in these 


' shoes, nothing else seems to satisfy. You and I know why, of course. 
We know that it’s things like the heel-to-toe cushion of soft sponge rubbe 


and the exclusive, cradling Arch-Lift of PORTO-PEDS. They know it 
just feels so good! And good looking? Pride is beginning to be a major sin again 
just because of PORTAGE and PORTO-PED wearers! 


You’ve got a lot working for you, with this fine line 
. wonderful leathers . . 
advertising with meat in it. 


Profitable prices 
. real craftsmanship .. . 


But the basic, never-forget-it friendmakers 
are deep-down comfort and sales-making style. Get in on this all-for-you 

profit package, put together by PORTAGE and PORTO-PED. 
Write or wire for the facts, today. At Retail from $11.95 to $23.95 


PORTAGE SHOE MFG. CO. MILWAUKEE 1, WISCONSIN 


A DIVISION OF WEYENBERG SHOE MANUFACTURING COMPANY 
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IT WILL PAY YOU TO 
THE ST. LOUIS | 


ST. LOUIS 
SHOE SHOW 


May 1-4 


Let nothing keep you 


away from the big news in shoes 


thinking and goals. And why it’s 
vital that you be fully aware of the 
new values in style. construction, 


In today’s fast-moving shoe busi- 
ness, you either go up—or you go 
down. There’s no standing still. 
Knowing what’s new in the in- materials, ideas, merchandising and 
dustry will be more important than promotion. 


ever to the shoe retailer in the tre- Attending the St. Louis Shoe 


mendous fall season ahead. 

That’s why you owe it to your 
business and yourself to get a full, 
current, first-hand view of industry 


tA 
tOWN 


Show is the only way to get the 
complete picture. The time you in- 
vest can prove to be the most im- 
portant 3 days of your fall season. 


Qnuality at your feet 


SHOE COM PANY 


BROWN SHOE 
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INVEST 3 DAYS IN 
| SHOE SHOW 


‘ 


SHOERAMA 


GOLD ROOM 
SHERATON JEFFERSON HOTEL 


Brown Shoe Company invites you 


to see the profit makers for fall 


See everything that’s new in the 
medium-price profit makers—the 
big sellers with stock service be- 
hind them. 

See the latest advances in men’s, 
footwear 


women’s, and children’s 


for fall—new heel shapes, new soles, 
new leathers, new patterns, new lasts, 
new constructions, new colors. See 
the new complete teen-age lines 
specifically designed for that grow- 
ing demand. 





AIR STEP BUSTER BROWN 


GALAXIES GLAMOUR DEBS 





LIFE STRIDE MISS AMERICA 


NATURALIZER PEDWIN 





PROPR-BILT RISQUE 


ROBIN HOOD ROBINETTE 








ROBLEE 


COMPANY 


April I, 1960 





SMARTAIRE 





St. Louis, Missouri ...Makers of: Air Step + 
Glamour Debs + 


Boy Scout Shoes + Official Girl Scout Shoes 
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There's potent magic in each candle 
on that cake...four...five...six...Seven... 


and one, extra special, for oH 
going - on- eight. At any B / “ef 
age Blue Star too, is 
clearly “one to grow on.” | 
Uncompromising quality at a = | / "PR 
truly popular price provides 


demonstrable growth insurance... 85-86-87." CHILDREN'S SHOES 


¢ in stock — same day service 


for Blue Star dealers...and the 
children they proudly serve. 


BLUE STAR SHOES, INC. — MANUFACTURERS, 5 FRANKLIN ST.,, LAWRENCE, MASS. 





Juvenile 
SHOE SALES 


GET $0-0-0 BIG 
when you stock and sell 


FLEET-AIR 








A 
LETTER FROM 
HUMPHREY 
ALWAYS. 

MAKE 

SENS 


NOTE: These oe iveys. are made of 
EVANS Glacé Brogandi 


Humphrey probably thinks Glacé is a fancy Yankee word 
and didn’t choose to use it. He does on his orders, though, 
and that’s where it counts. 

Write Humphrey for complete data on these shoes at 
Heydays Shoes, Inc., Heydays Building, St. Louis 3, Mo. 


NANS « 
€ Co 


Quality > 


Controlled 
< y JOHN R. EVANS & COMPANY, CAMDEN, NEW JERSEY 1857— 1960 


: The House of Uniform Quality Leathers 


For Glacé Brogandi write to 
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Rookie of the Year in ’59 
Reaching new heights this year! 


the GROWINGEST boys line 


G 


Bristol 


COMPLETE COVERAGE OF STYLES AND SIZES 
“HANDSEWNS" jn Continentals, Classic Step-Ins and Raglan 
oxfords. Smooths and grains. 


“PUDDLE JUMPERS” new featherweight suedes. Step-Ins and 
Oxfords with Scotchgard finish. 


“CONVENTIONALS” Step-Ins and 
Oxfords on newest lasts. Resin, 
Crepe, and Leather soles. 


SIZES: from 3 to 12-— WIDTHS A thru EE 


To retail at a generous mark-up 
at $8.95 and $9.95 








VAISEY-BRISTOL SHOE COMPANY 
Monett, Missouri 


Boot and Shoe Recorder 





Four Out Of Seven 


—QOut of some 175 million people living in the United 
States, 98 million have not had their Salk Vaccine 
shots. 


—This, despite the fact that millions of dollars were 
spent in publicity campaigns, free shots, reduced 
prices and community drives. 


—The American Medical Association, the United 
States Public Health Service and many other promi- 
nent organizations put all their facilities behind 
this one product. 

—If any product ever had it “made,” Salk Vaccine 
should have been the one! Its benefits are so vital. 
so personal. 


—And yet, only four out of every seven Americans 
have taken advantage of this wonder drug. 


—The next time you get to feeling discouraged or 
frustrated at the public’s seeming lack of receptivity 
or response to your advertising or promotions .. . 
think of the Salk Vaccine. 

—QOn the other hand, it has been proved, time and 
time again, that the public is unpredictable. They 
will respond, when there is the promise of excite- 
ment, fun, adventure, a lift to the spirit. 

—There’s your cue. 

—You can’t afford to slacken any of your promotion 
efforts to put your product across. 

—Instead, you must redouble them. Inject that magic 
spark ... “froth,” “excitement” . . . call it what you 
will . . . knowing full well that the intrinsic value 
that is in your product will reach out to the con- 
sumers, eventually. 


2 See Cen 


Publisher 
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JUMPING“ JACKS: 


on the Road! 


See the new Jumping-Jacks and Bristols at 
these scheduled stops: 


ATLANTA 


April 24-27—Henry Grady Hotel 


BOSTON 


May-15-18—Parker House 


DALLAS 


May 8-11—Adolphus Hotel 


LOS ANGELES 


May 15-18—Alexandria Hotel 


NEW YORK 


May 1-5—Sheraton Atlantic Hotel 


PHILADELPHIA 


April 24-26—Benjamin Franklin Hotel 


PITTSBURGH 


May 15-18—Penn Sheraton Hotel 


SEATTLE 


May 7-10—New Washington Hotel 


ST. LOUIS 


May 1-4—Statler Hilton Hotel 


ST. PAUL 


May 1-4—St. Paul Hotel 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











LEATHER is the mark of fashion... 
LEATHER is the mark of value... 


LEATHER INDUSTRIES PRE- 


Leather 
Casuals 
available 

at stores 
featuring 
these famous 
brands 


bosTonias 
OniTiom WALKERS 
GITY cLus 


SETTLETOS 
rtown 
PLYMOUTH 
PonTo-rte 
ano 


LATHE DS bet SRT ot AMIR A 


as appearing in May "> 
ALL-LEATHER CASUALS are the BIG fashion and comfort news geared to make BIG sales 
throughout your spring and summer selling seasons. And Leather Casuals 

mean more profit per unit sale! This full color, double page spread in May ESQUIRE 
Magazine will help you sell extra pairs of quality leather shoes . . . will focus 

on the new lightness, the new styling, the outstanding value. And the brand names 

of leading manufacturers—the brands you stock—will be featured in the ad. 


@ LIA PRE-SELLS your customers on the greater value, the greater quality, the 
greater fashion appeal of Leather Casual shoes for warm weather wear. 
e@ LIA ties-in the manufacturers of most of the shoe brands you feature. 
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SELLS YOUR MEN'S SHOES 


the Special gift.. ‘the Wanted gift...the Perfect gift 
LEATHER SHOES FOR FATHER’S DAY 


The new Leather Shoes for Summer are truly a special gift that Dad can really use...will really appreciate, They te 

casy on the eyes—he'll be right in style! They're easy on the fert—he'll be cool and comfortable thanks to lightweight 

leathers. They're easy to keep clean—just a flick of a damp cloth does the j. thers. 
No, give him a certificate from his favorite shoe store. He can select from the | 

wide collection of many others. Because leather shues are quality, Dud gets fu 


You Will Find a Wide Collection of Leather Gift Shoes at Stores Featuring These Famous Brands: 

AMERICAN GENTLEMAN boueias MAMOVER PurMouTH a wand WiLL 

aS GtcK sosTOMAN i MARDY STORES PORTO-PED WwESBORO 

SASS WEEJUNS ORITISN WALKERS rT) maassagic ano WOLVERINE 

eates city cLue 1. ¢. PEMNEY RANOCRAFT YORKTOWN 
DANVERS JOHN C. ROBERTS WETTLETON REGAL 


LEATHER INDUSTRIES of AMERICA 


as appearing in June 

Pre-tested for two years by LIA, 
proven by record sales, 

“GIVE HIM SHOES FOR 
FATHER’S DAY” 

is the selling promotion 

that brings more women into your 
store...opens a receptive new 
market for you... helps you sell 
extra pairs because gift 

shoes are extra promotional 
styles, not replacements. 

This full color page will appear 

in June HOLIDAY. And the brand 
names of leading manufacturers— 
the brands you stock— 

will be featured in the ad. 


@ LIA backs each promotion with publicity programs in your local newspapers 
as well as national television and radio which widens your customer audience. 
LIA attracts customers to your store by supplying important merchandising 


write to: LEATHER INDUSTRIES OF AMERICA 


support, FREE! 


April 1, 1960 


411 Fifth Avenue, New York 16, N.Y. 
1 
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MEARS REVEALS a 


66 Mears ths ertical” 
e ‘*Continental 
COCCLO M30. French Louis Heels 
eee Mears GRECIAN Heel 


Plastic Heels 
Mears Heel offers every shoe manufacturer and finisher a VITALIFT Replaceable Toplifts 


; a MEARTHANE Toplifts 
fast-stepping ally in style leadership. Here is just a small sampling —_“‘Superior’”” AUl-Steel Toplifis 

é - , : New ““SHANKLOK” Shallow-cup Heels 
of the many new and fashion-keynoted heel and toplift designs 
which have come from Mears in just the last few months. And 
more are on the way! 


If there is a special styling, a new profile or a novelty design you 
would like to see, give Mears a call. 
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OCK-TERRY shoes 


° 


jomen and children 


SHION CRAFT - KI-YAKS - FOR 
"LEMAN « A. G. JR. » BOB SMART 





The Children's Shoe Indus 


These companies are advertised in the Spring 
issues of Parents’ Magazine 


Acme Boot Company International Shoe Company, Friedman-Shelby Division 
Acrobat Shoes | International Shoe Company, Roberts, Johnson 
American Biltrite Rubber Company & Rand Division : 
American Juniors Shoe Company John Irving Shoe Corporation 

Blue Star Shoes, Inc. Leather Industries of America, Inc. 

Bristol Manufacturing Corporation Ripple Sole Corporation 

Brown Shoe Company Rogers Corporation 

Chambord Shoe Company, Inc. Shoe Corporation of America 

Cat’s Paw Rubber Company, Inc. Tingley Rubber Corporation 

Craddock-Terry Shoe Corporation Tyer Rubber Company 

Endicott-Johnson Corporation United States Rubber Company 

Gold Seal Rubber Company Vaisey-Bristol Shoe Company, Inc. 

Goodyear Tire & Rubber Company Virginia Oak Tannery Sales Corporation 

Green Shoe Manufacturing Company Wellco Shoe Corporation 

Herbst Shoe Manufacturing Company, Inc. Wolverine Shoe & Tanning = 


~ *Parents | 


aul re Hus 






































Mee 





PARENTS’ 
MAGAZINE 
52 Vanderbilt Ave., N. Y. 17 


Chicago « Atlanta 
Boston * Detroit « 
































Los Angeles * i il i . | 


San Francisco * * - . | 
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‘bys’ Parents 
hecause mothers of over 

4 700,000 growing children “buy” 
PARENTS authoritative guidance 


These companies are tieing in with LEATHER INDUSTRIES OF 


AMERICA’S promotion in the April issue of Parents’ Magazine 





Curtis -Stephens-Embry Company, Inc. 

‘Eby Shoe Corporation 

Gerberich-Payne Shoe Company 

Gilbert Shoe Company 

International Shoe Company, Peters Shoe 
Company Division 


PARENTS’ MAGAZINE 
reaches more than 1,830,000 families 
with over 4,200,000 growing children 
—biggest-buying concentrated children’s 
shoe market in America! 
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of America 
Moran Shoe Company 
Pied Piper Shoe Company 
Simplex Shoe Manufacturing 
Company 


~SMEND PARENTS Seal, 
9 


BY THE “EN Number One 


CONSUMER 
O seince sureau Selling Force for 


Children’s Shoes... 


4, MAGAZINE > assurance of top 


4, 
VER TiseD we value to millions 
of mothers! 





...for the book! 


The ad opposite will appear in Esquire 
Magazine in May — It will reach 
your customers — telling them — 
selling them Lawrence Calfskin. 


...f0r the show! 


Display Lawrence Calfskin tags... 
they'll help you sell more shoes... 
make your sales quicker more easily. 


...to get ready! 


Feature your Lawrence Polo, Saxon 
and Lacrosse Calfskin shoes. 
Nothing sells like the quality of 

Lawrence Calfskin. 
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POLO GAL 


STACY ADAMS interprets this distinctive wing tip oxford in smooth Lawrence A-9 Polo Calf.® 


Three for All 


CROSSE GALE 


EDWIN CLAPP translates lustrous textured Lawrence Lacrosse Calf (G-36) into this sleek wing tip oxford. 







People who wear shoes of Lawrence Calfskin put their 
feet up on their desks more ...enjoy a shoe shine more 
... object more to people stepping on their toes. We 
didn’t find this out in any survey... it’s just that Lawrence 
Calfskin gives a man more to be proud of in a shoe. 
A. C. Lawrence Leather Co., (A Division of Swift & Company, Inc.), Peabody, Mass. 


AON GALL 





JOHNSTON & MURPHY adds the mellow luster of Lawrence Saxon Calf (512) to this moccasin style blucher. 


ee UPONOD. 


CALFSKINS 
from the world of ‘aaainitten 





. pyroxylin 
e) 4 


styrene... 


BECKWITH PRODUCES THE QUALITY BOX TOE! 


LUCKY STRIKE, top-quality box toes of 


Pyroxylin film material are most often specified by 
manufacturers of high grade footwear for their out- 
standing resilient strength and proven ability to with- 
stand extreme temperatures and moisture. Lucky Strike 
has been constantly used in the shoes of the United 
States Armed Forces for over twenty years. 

Lucky Strike prepared box toes are ideal for very 
delicate shoe fabrics and gold and silver kids. These pre- 
pared box toes have been fully activated with solvent 
in a Beckwith-Arden Plant and require no condition- 
ing in your factory. You will find them clean to handle. 
Should you prefer, Lucky Strike box toe material can 
be conditioned in your own factory with any conven- 
tional solvent conditioning machine. 


ARDENITE 
cially developed Styrene Copolymer Latex having 
an unadulterated film that assures exceptional strength 
and adhesive qualities. Ardenite is the very last word 
in a quality box toe for mass production shoemaking. 
Ardenite comes in a wide variety of weights for men’s, 
women’s and children’s footwear. Your best bet for un- 
lined shoes is Ardenite coated on one side with a thin 
barrier of Polyethylene. Technically controlled from the 
raw product to the finished box toe, Ardenite is the 
quality box toe of its kind. Beckwith research has run 
countless solvent tests and can tell you the exact solvent 
to use for your specific shoemaking needs. Ask your 
Beckwith-Arden salesman. 


a box toe made of a spe- 


203 Arlington Street - 


Victory Plastics Co., Hudson, Mass. Sofety Box Toe Company, Boston, Mass. 
The Geo. A. Springmeier Co., Cincinnati, Ohio 


T. Wingfield, Ltd., Auckland, New Zealand 


Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee 
AGENTS: Wright-Guhman Co., St. Louis, Missouri + Dellinger Sales Co., Reading, Pa. 
Factory Supplies, Inc., Milwaukee, Wis. 
A. Mushin & Miller Pty. Ltd., Melbourne, Australia 


Beckwith Box Toe, Limited, Sherbrooke, P. Q@., Canada 


Moore & Giles, Lynchburg, Va. 
Ramil & Co., Boston, Mass., for Latin America and South Africa 
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Brown Shoe Defends Its Franchise Program 


Before an FTC examiner, Brown 
officials answered charges that 
the company has engaged in 
price fixing and discriminatory 
practices in its franchise pro- 
gram. The hearing will resume. 


By VIRGINIA MARSHALL 


ST. LOUIS—“Brown Shoe Com- 
pany is not in business to threaten 
—it is in business to sell shoes.” 
This was the testimony of Aarol C. 
Fleener, vice-president and direc- 
tor, at the mid-March St. Louis 
hearing on Federal Trade Commis- 
sion complaints against the shoe 
manufacturing firm. 

The FTC charges Brown with fix- 
ing retail prices and illegally re- 
quiring its franchise dealers not to 
handle competing lines. 


Company Policy Outlined—“‘It is 
not our policy and not our practice 
to drop accounts when they under- 
price the line,” Mr. Fleener said. 
“Brown Shoe Company objects only 
to persistent price cutters, and only 
where other customers object.” 

Dealers are free to have special 
sales in addition to traditional Jan- 
uary and July clearances, he said, 
when weather or some other condi- 
tion makes a reduced-price sale 
necessary to sensible operation. In 
addition, Mr. Fleener testified, deal- 
ers are free to go off the franchise 
program whenever they so choose; 
any loan Brown may have made the 
dealer is not called; and free archi- 
tectural services are supplied for 
all Brown accounts, not just fran- 
chise stores. 


About 682 outlets operate under 
the Brown franchise program, 
which dates back to the early 1920s. 
One-third of these have signed 
franchise contracts, but all were 
said to operate alike and to receive 
identical benefits. 


U. S. Rubber Link Explained—J. 
Richard Johnston, manager of 
Brown’s franchise stores division 
for the past seven years, testified 
that the franchise agreement men- 
tions “group purchase plan bene- 
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fits” on rubber goods, but gives no 
details. Answering the FTC at- 
torney’s questioning regarding 
Brown’s tie-in with U. S. Rubber 
Company, Mr. Johnston said 
Brown’s field representatives no- 
tify accounts that an “arrange- 
ment” exists which is beneficial to 
dealers pricewise. But he added 
that U. S. Rubber’s sales represent- 
atives explain these benefits when 
they call on the trade. 

Brown encourages dealers to buy 
from U. S. Rubber, Mr. Johnston 
said, but does not demand _ it. 
Brown bills retailers for U. S. Rub- 
ber Company purchases, assumes 
the credit risk, and in turn reim- 
burses U. S. Rubber once a month. 
Brown franchise dealers get an 8 
per cent discount on Keds’ orders 
of 480 pairs or more, and 8 per cent 
on fill-ins of 12-pair runs. 


Griffin Testifies—W. Hadley Grif- 
fin, secretary of Brown Shoe and 
of its Wohl and Regal subsidiaries, 
also testified. Mr. Griffin said cleri- 
cal expenses incurred by Brown in 
servicing group insurance policies 
for franchise plan dealers are re- 
imbursed by the insurance com- 
pany. 

Franchise program stores save 
about 25 per cent on insurance, it 
was indicated. 


The Other Side—Subpoenaed to 
testify against Brown was Charles 
N. Arend, vice-president in charge 
of sales, Juvenile Shoe Corporation 
of America, and general chairman 
of the 1960 Shoe Market of Amer- 
ica. He said instances have oc- 
curred where Juvenile’s volume of 
Lazy Bones sales to a dealer has 
gone down because the store has 
gone on Brown’s franchise plan. In 
proof Mr. Arend exhibited sales fig- 
ures by years for 12 such retailers. 

“We have reached the end of the 
line on maintaining our position in 
the shoe industry,” the Juvenile 
executive observed. “There are 
fewer potential customers for Ju- 
venile Shoe Corporation shoes now 
than there were five years ago, due 
to franchise agreements, stores 
sold to shoe manufacturers, high- 
way store development and the 
like.” 

Juvenile’s customers number ap- 
proximately 2600, Mr. Arend said. 


To Be Continued — The FTC 
hearing was conducted before Ex- 
aminer L. Edward Creel. Attorneys 
participating included William Ro- 
gal for the FTC, R. H. McRoberts 
for Brown. 

The second part of the hearing 
will be held in Milwaukee starting 
May 3. 





NSI Women’s Fall Theme: ‘Slender Foot’ 


NEW YORK—“The slender foot” 
will be the theme of an industry-wide 
women’s shoe promotion for fall and 
winter, the National Shoe Institute 
has decided. 

NSI officials said Vogue magazine 
will spearhead the campaign, lending 
its fashion authority to a new em- 
phasis on pointed-toe designs. The 
Women’s Promotion Committee of 
NSI, comprising leaders in the man- 
ufacturing and retail fields, has ap- 
plauded a fall fashion forecast by 
Miss Kay Hays, Vogue’s shoe editor. 

Miss Hays said, “The most im- 
portant look for shoes for autumn 
will be the slender foot. This more 
delicate, more feminine foot will look 


best with its toe pointed, elongated, 
its heel thin and higher and, when 
not high, at least slender. This shoe 
will appear most often in textured 
or patterned leathers.” 

The shoe editor expressed the 
belief that “the look of textured 
leathers with the slender shoe is not 
only the most beautiful and dramatic 
look for autumn, but it will add em- 
phasis to the autumn costume.” 

The promotion will be built around 
the August 15 issue of Vogue. 

The NSI Women’s Promotion 
Committee has the job of organizing 
industry support for the “slender 
foot” theme. Z. Albert Joseph, Joseph 
Salon Shoes, Chicago, is chairman. 
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NSMA Plans Accounting Clinic in St. Louis 


NEW YORK—The National Shoe 
Manufacturers Association wil! 
hold both western and eastern ses- 
sions of its annual Accounting and 
Office Management Clinic, with the 
western event slated for April 21 
and 22 in the Statler-Hilton Hotel, 
St. Louis. The eastern session is 
scheduled for New York City in 
October. 

B. H. Semler, vice-president of 
Freeman Shoe Corporation and 
chairman of NSMA’s Accounting 
and Office Management Committee, 
said the St. Louis clinic will include 
educational material for both senior 
and junior accounting executives. 


Accurate Costing — Industry fig- 
ures will cover methods of costing 
materials, labor and overhead, Mr. 
Semler said. Accurate costing has 
become a necessity for successful 
operations, he pointed out, with 
management more alert to the need 
for efficiency in production, and 
faced with an ever-changing com- 
petitive market. 

In recent years too, Mr. Semler 
added, methods of cost accounting 


have changed considerably, and the 
“direct costing” application has de- 
veloped. Accounting organizations 
have held seminars throughout the 
nation and an increasing number of 
firms, large and small, have con- 
verted to this system—previously 
unknown to many. Proponents of 
direct costing claims it permits non- 
accounting management to under- 
stand financial reports better. 

This topic will be presented at 
the clinic by T. H. Nicholson, a 
partner in the management con- 
sultant firm of Stevenson, Jordan & 
Harrison. Mr. Nicholson has per- 
sonally installed a direct costing 
system in a medium-size shoe manu- 
facturing plant. 


“Distribution Costs”—There will 
also be a full session on “Distribu- 
tion Costs,” with participants from 
within the industry and outside it. 

The St. Louis clinic is the first 
scheduled since 1957. It was set up 
as a service to western members 
who have been unable to attend the 
New York clinics. An attendance of 
200 is anticipated. 





Women’s Sessions Set for F: actory Conference 


NEW YORK—Discussions of cost 
controls, factory transport systems 
and product development will be 
featured in the women’s shoe ses- 
sions of the North American Fac- 
tory Management Conference. The 
National Shoe Manufacturers Asso- 
ciation has announced the program 
for this phase of the May 13-16 
conference in Cincinnati, O. 

Gustave Frost, chairman of the 
women’s group and general superin- 
tendent of Andrew Geller, Inc., said 
the program was developed by sur- 
veying women’s shoe factory execu- 
tives on their preferences. 


Sessions Listed — The first ses- 
sions on Friday, May 13, will be 
devoted to day-to-day factory prob- 
lems. On Saturday, May 14, the 
women’s sessions will split into 
three sections. One of these, titled 
“Product Development” and headed 
by Julian G. Samuels, Jr., of Sam- 
uels Shoe Company, will center on 
new shoemaking methods. 

The second of the three sections, 


“Cost Control,’ will be headed by 
E. J. Riley, Jr., International Shoe 
Company. Included in the discus- 
sion will be time and motion studies, 
work simplification, wage and in- 
centive systems, and methods to 
determine true value of manufac- 
turing techniques. 


Subject of the third section, led 
by Robert Topaz of Sandler Shoes, 
will be “Conveyors and Transport 
Systems.” 

Gimmicks and Brainstorms — On 
Monday, May 16, a “gimmick ses- 
sion” will take up homemade gadg- 
ets and simple mechanical devices 
created by factory executives to get 
the job done faster and cheaper. 
Brandon Edmondson of Genesco, 
Inc., will be in charge. 

Last on the program will be an 
evaluation session, including a re- 
port and discussion on the confer- 
ence exhibits, machinery and prod- 
ucts. Guy Lefaivre of Boucher 
Lefaivre, Ltd., Montreal, will direct 
the session. 


Fill-Ins Predominate 
At Michigan Showing 


DETROIT — Despite unusually 
heavy snow and below-normal tem- 
peratures, the March 13-15 Summer 
Shoe Fair of the Michigan Shoe 
Travelers Club attracted compara- 
tively heavy traffic. The 25 exhibitors 
at the Statler-Hilton Hotel were well 
pleased with the volume of orders 
written. 


Since this was the third Detroit 
showing of spring and summer lines 
by the club, the bulk of orders were 
fill-ins. One rather unusual develop- 
ment was the large number of ad- 
vance fall orders placed for snow 
boots. 


Interest in Chukkas—Also spur- 
ring an advance buying trend for 
fall was a dressy chukka for boys 
in two-eyelet and instep - strap 
styles. 

A low-cut dress chukka for men, 
offered for the first time, was ex- 
ceptionally well received for warm 
weather wear. It was shown in 
white washable suede with a wing 
tip and red crepe sole, and retailed 
at $10.95. Two other versions of the 
same shoe met with buyer approval 
—a wing-tip brown calf and a 
straight-tip shell cordovan, retail- 
ing at $17.95. 

In women’s dress shoe lines, or- 
ders on black patent and bone calf- 
skin were almost equal in pairage 
for spring selling. And whites were 
being ordered in quantity as the 
best color choice for summer pro- 
motions. The closed, tapered pump 
on slender heel remained firmly en- 
trenched as the leading style choice. 


Semi - tapered pumps also ac- 
counted for volume sales in grow- 
ing girls’ and misses’ dress shoe 
lines, with emphasis on the Queen 
Anne heel in the dressier patterns. 


Slipons Move for Men — Several 
exhibitors of dress and casual shoes 
for men reported especially good 
business at the show. The trend to 
slipon styles is quite strong, ac- 
counting for substantial sales in all 
price brackets. Smooth polished 
leathers for dress, and glove leath- 
ers or suede for casual wear are the 
popular choices in slipon styles. 
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U.S. Shoe Sales Will Top 628 Million 
Pairs in 1960, EJ Stockholders Told 


ENDICOTT, N. Y.—Retail shoe sales in 1960 will 
increase by 12 to 15 million pairs over 1959, Presi- 
dent Frank A. Johnson of Endicott Johnson Corpora- 
tion has predicted. At the annual stockholders’ meet- 
ing, he indicated that U. S. sales should exceed 628 
million pairs although production will decline because 
of the inventory situation. 

Endicott Johnson’s first-quarter sales were running 
well ahead of a year ago, Mr. Johnson said, and he 
predicted the trend would accentuate. A key factor 
in this growth, he said, is the availability of high- 
fashion styling at popular prices. 

Stockholders approved an increase in the number 
of common shares, and endorsed proposals for a 
stock option plan and a management incentive plan. 


Sholem’s in Champaign, Ill., Is Victor 


In ‘Brand Name Retailer’ Competition 


NEW YORK—Sholem’s in Champaign of Cham- 
paign, II]., will be honored next month as the “Brand 
Name Retailer-of-the-Year” among shoe _ stores. 
Sholem’s was picked from among 20 finalists in the 
shoe category of the annual competition, on the 
basis of the firm’s 1959 brand advertising and pro- 
motional activities. 

Named to receive certificates of distinction were 
Flippen’s Junior Boot Shop, Sandusky, O.; Marco 
Shoe Stores, South Miami, Fla.; Steve’s Shoes, Inc., 
Kansas City, Mo., and J. L. Corbaley & Son, Inc., 
Omaha, Neb. Sholem’s was a certificate winner in the 
previous two contests. 

The five winners, along with the victors in 25 
cther retailing categories, will receive their awards 
at a dinner in the Waldorf-Astoria Hotel, New York, 
May 6. The Brand Names Foundation, Inc., sponsors 
the competition. 


Top Chains Report 10.7% Sales Gain 
For February, 12.6% for Two Months 


COMPOSITE February sales of six leading shoe 
chains showed a 10.7 per cent rise over February 
1959. The gain becomes increasingly significant in 
view of the fact that the same chains reported a 
19.8 per cent sales gain for February 1959 in com- 
parison with the same month of 1958. 

G. R. Kinney reported an increase of 17.4 per 
cent for February ’60 in comparison with a year 
ago. The other chains gained as follows: Melville, 
14.5 per cent; Edison Brothers, 9.8 per cent; 
National Shoes, 9 per cent; Shoe Corporation of 
America, 7.5 per cent, and A. S. Beck, 2.2 per cent. 

For the first two months of this year, the six 
chains were up 12.6 per cent. Again, Kinney was 
the pace-setter with a 20.7 per cent increase. (At 
the end of February, this chain was operating 7 
per cent more stores than a year earlier.) 
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U. S. Estimates February Shoe Output 
At 54.2 Million Pairs, Down Slightly 


WASHINGTON, D. C.—The Census Bureau says 
footwear production in February totaled 54.2 million 
pairs compared with 54.3 million in the same month 
last year. The total is 2 per cent above the 53.1 
million pairs produced in January 1960 (see page 
114). 

Output of men’s dress and play shoes totaled 6.3 
million pairs—15 per cent below the 7.4 million 
pairs made in February ’59 and 4 per cent below 
the 6.6 million pairs produced in January 1960. 

Production of women’s dress and work shoes 
totaled 17.2 million pairs—an increase of 5 per cent 
from the 16.4 million pairs produced in February 
1959 and an increase of 1 per cent over the 17.1 
million pairs made in January ’60. 

Output of all other footwear in February was 1 
per cent higher than in February 1959 and 4 per 
cent above the January 1960 total. 


Shoe Corp. Sales Set Record in ’59, 


Net Rose 22%, Annual Report Shows 


COLUMBUS, O.—Shoe Corporation of America 
reported record net sales of $118,232,256 and in- 
creased earnings of $2,780,571 for 1959. It was the 
16th consecutive year in which the company has 
increased its volume over the previous year. 

Net sales were 10 per cent above the 1958 total 
of $107,143,286, and net profits were up 22 per cent 
from the ’58 figure of $2,270,531. In terms of earn- 
ings, the year was the third best ever. Earnings per 
common share amounted to $3.12 compared with 
$2.55 in 1958. 

At the end of 1959 the company and its wholly 
owned subsidiaries operated 711 retail units com- 
pared with 676 a year earlier. 

Company President Robert W. Schiff said in the 
annual report that a number of new units “in care- 
fully selected locations” are due for 1960 openings, 
and others are under lease subject to construction in 
1961-62. 


Hotel Bookings Require Earlier Dates 
For Atlanta Fall Show: April 24 to 27 


ATLANTA—Because of the inability of this city’s 
hotels to book the Southeastern Shoe Travelers’ fall 
showing at the usual time, this year’s show will be 
one of the earliest regional events on the industry's 
calendar. 

The show is slated for April 24-27 at four hotels: 
the Dinkler Plaza, Henry Grady, Peachtree on 
Peachtree, and Piedmont. These dates were made 
necessary by the hotels’ convention commitments. 

The show will follow Easter by one week and 
precede the Popular Price Show by a week. 

According to Mrs. Ruth Whatley, secretary of 
the Travelers, registration for space is running on 
schedule. 
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Massachusetts Lawmaker Warns of Imports: 


Rubber Shoe Output Endangered 


A congressman who represents a 
key shoe producing area has cau- 
tioned that increasing imports, 
particularly from Japan, will 
mean a big slash in U. S. output. 


WASHINGTON, D. C.—A Massa- 
chusetts congressman predicts big 
cuts in U. S. production of rubber 
footwear. 

Rep. Thomas J. Lane (Massachus- 
etts Democrat) says the enormous 
quantities of rubber footwear com- 
ing into the United States from 
Japan and other countries “will, of 
course, reduce substantially domes- 
tic production.” 

Mr. Lane represents Lawrence, 
Peabody, parts of Lynn, and other 
nearby towns. Shoe manufacturing 


is a key industry in his district. 

In commenting on the import sit- 
uation, Mr. Lane made public a let- 
ter and some import data he re- 
ceived from W. E. Brimer, president 
of Tyer Rubber Company of And- 
over. Mr. Brimer pointed out that 
imported rubber footwear in the 
first 11 months of 1959 accounted 
for more than one-third of the U. S. 
market. 


“It seems obvious that we cannot 
maintain employment in our indus- 
try in competition with a country 
(Japan) paying 20 cents per hour 
for workers against more than $2 
locally,” Mr. Brimer wrote. He sup- 
plied the following three tables, 
which Rep. Lane inserted in the 
Congressional Record of March 9: 


Rubber Footwear Imports vs. Industry Shipments Since 1953 


(Rubber shoes, overshoes, boots and rubber-soled shoes 
with fabric uppers—in thousands of pairs) 


Industry 
Shipments 
73 ,364 
73 ,835 
81,850 
86,190 
89 ,389 
92,218 
91,945 


Calendar 
Year 
1953 
1954 
1955 
1956 
1957 
1958 
1959! 


Imports 
688 
717 

1,086 
2,334 
6,045 

19,474 

47 ,742 


111 months. 


Per Cent, Imports 
to Total 
Shipments 
0.93 

.96 
1.31 
2.64 
6.33 

17.44 
34.18 


Total Shipments 
Industry 
and Imports 
74,052 
74,552 
82 ,936 
88 ,524 
95 ,434 
111,692 
139 ,687 


Rubber Footwear Imports by Country of Origin, 11 Mos., 1959 


(thousands of pairs) 


Rubber Shoes, 

Country 
33 ,941 
473 
1,108 
35 ,522 


Japan 

Hong Kong. . 

All others (17). 
Total 


Overshoes and Boots 


Rubber-Soled Shoes 
with Fabric Uppers 
9 , 867 
1,513 

840 
12,220 


Total 
43 ,808 

1,986 

1,948 
47 ,742 


Employees’ Average Hourly Earnings, including Fringe Benefits 


Per Hour 


Domestic rubber footwear industry (October 1959) . 
Japanese—all rubber products (March 1959). . . 





Boston Market Week April 3-6 

BOSTON—More than 300 volume 
shoe firms from New England, New 
York, Pennsylvania and elsewhere 
have reserved exhibit rooms for the 
Advance Fall Shoe Market Week, 
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April 3 to 6 at the Hotels Statler- 
Hilton and Sheraton - Plaza here. 
Other lines will be displayed in sales 
offices in the city’s shoe district on 
Lincoln and Essex Streets. The New 
England Shoe and Leather Associa- 
tion sponsors the show. 


Melville’s Sales Rose 
To Record Level in *59 


NEW YORK—Melville Shoe Cor- 
poration’s annual report for 1959 
showed record net sales as well as 
record retail sales. 

The company’s net sales rose 11.2 
per cent to $151,709,758 compared 
with $136,436,124 in 1958. Store 
sales climbed 12.6 per cent from 
$129,066,540 to $145,279,253. 

Meanwhile net earnings increased 
by 12.2 per cent, totaling $6,287,138 
in 1959 versus $5,680,639 in 1958. 
Profits per common share amounted 
to $2.02 against $1.80. 

At the end of 1959 Melville was 
operating a total of 1110 stores— 
comprising the Thom McAn, John 
Ward and Miles chains—compared 
with 1053 a year earlier. 

In a letter to stockholders, Ward 
Melville, chairman, and Robert G. 
Erb, president, pointed out that the 
company’s common shares are now 
on a $1.50 annual dividend basis. 
The quarterly rate was boosted in 
October from 32% to 37% cents. 

The annual report also said Mel- 
ville in 1959 “considerably expanded 
its facilities for the distribution of 
shoes and related merchandise to 
shoppers in large-city, small-city and 
suburban markets. The company wil! 
continue to be active in opening new 
stores in shopping centers and on 
roadsides throughout America’s new- 
ly developing suburbia,” the report 
promised, “in order to capitalize 
on the country’s rapid population 
growth and shifting shopping pat- 
terns.” 


Lower-Price Line Set 


For Herman Subsidiary 


MILLIS, MASS.—The Joseph M. 
Herman Shoe Company here has 
signed a lease on a shoe factory 
building to be erected in Scarbor- 
ough, Me. There, a subsidiary com- 
pany, the Joseph M. Herman Shoe 
Company of Maine, will manufac- 
ture a line of work shoes and boots 
to be sold at somewhat lower prices 
than the lines made in Millis. 

Included also wiil be a new line of 
shoes suitable for both work and 
dress not previously made by the 
parent company. 

Work on the Scarborough factory, 
a 20,000-square-foot, one-story build- 
ing, is expected to start April 1. 
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Cherie 


Also in Black. 
4-11, AAA-EEE. 


IN-STOCK 
Retail $10.95 - $12.95 


Write for New Catalog 
There Is A Difference! 


... a difference you don't find in many brand name 


lines .. . a full heel-to-toe sponge cushion ...a 
slender toe last designed for style but guaranteeing 


comfortable fit . . . that ‘exactly right’’ heel for your 
customer who is looking for substantial support with 


smart styling. And In-Stock of course, for 
immediate fast delivery on one pair — or a hundred! 


CUSHIONIZED BELLAIRE SHOE COMPANY 
15 Lowell Street Portland, Maine 


Walkease 


Winner Judy 


Pump 


me” IN-STOCK 7 WAYS ; 
Black Glove, Black Suede, " tit : o 

Brown Glove, Blue Glove, ? IN-STOCK 3 WAYS — IN-STOCK 4 WAYS 

Black Glove, Beige Glove, Black Glove, Red Glove, 

White Glove. Beige Glove, White Glove. 


Red Glove, Beige Glove, 
White Glove. 





® 


sets 
the 
pace 
in men’s fashion 





Now America’s softest step is 


America’s surest step, with the perfect poise of 


this flexible sole for city or country going. 
not on all shoes...just the best ones AV O N 


SOLE COMPANY 
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A Cordial Invitation 


to visit rooms 514-515 HOTEL NEW YORKER 

to see our complete new line of 

$10.95-$12.95 In-Stock shoes for men 

during the POPULAR PRICE SHOE SHOW May 1-5 


JOHN E. LUCEY CO., INC., Bridgewater, Mass. 


NEW YORK SALES OFFICE - ROOM 554 - MARBRIDGE BUILDING 





Money saved here adds up... 


to real savings when you package 
ieee with CARRY: PACK’ handles! 


. it's easy to operate The results are so beautiful... 
peat: sidan nie | no one will ever guess you save money with CarryePack Handles. 
free of charge. e Carry-Pack gives your shoe packages a custom look and actually 

shaves your wrapping costs to as little as /2¢ per package! 
e Your shoe packages will have a new, smart look, plus a new customer 
convenience. CarrysPack can be beautifully custom imprinted to match 
any design pattern or trade mark! 
e Once you try it you'll quickly see how Carry-Pack handles put more 
profit in every package whether you box, bag or wrap! Don't put it off 
... do it today! 


e Mail this coupon for further information . . . or a free trial. 


CARRY-PACK COMPANY, LTD. 
Schiller Park, Illinois 


Canadian Licensee: Top Paper Products, Guelph, Ont. ?: 
es > p Gentlemen: : 
0 Send free, 10 day trial in _=____ color. : 
0 Send literature and samples. No obligation, of course. - 


COMPANY LTD. —— 





Company. 


Address. 





SCHILLER PARK, ILLINOIS 
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We aim to give our 
Little Yankee dealers 
everything they want ! 





AMERICA'S MOST 
COMPLETE CHILDREN’S 
SHOE SERVICE FROM 
CRIB TO COLLEGE! 


e Fast in-stock service! 
¢ Plus — profit mark-up! 





¢ Cooperative advertising! 
¢ Creative seasonal promotions! 


¢ Thomas Heel Shoes and a pro- 
gram to develop profitable med- 
ical referral business! 


e Pace-setting styling! 
¢ Top quality construction! 


FIT FOR @ THE CHILD YOU LOVE 


Creatively designed by the YANKEE SHOEMAKERS 
a division of the Sam Smith Shoe Corp., Newmarket, N. H. 


>, 
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@ Steady price level for rest of year now predicted by gov- 
ernment economists. Previous predictions too optimistic. 


@ Congressional protests on shoe imports have 
eaused tariff officials to go slow in making 
tariff cuts on footwear. 





® Senate committee investigating why the share 
of defense contracts going to small firms is 
steadily shrinking. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





A steady price level is now likely for the balance of this year. 

Only three months ago, government economists included warnings of 
higher prices in their glowing forecasts of boom business in 1960. 

Now, it is increasingly evident that prices—industrial and consumer 
—will continue on a plateau for at least the next three quarters. 

The government experts warn that some prices may rise while others 
decline in the months ahead. 

But the overall trend is toward stability. 

It is now an open secret that many government experts were too 
optimistic in their December forecasts of 1960 business. Although boom 
forces are still at work, they’re being diluted somewhat by heavy inven- 
tories. In addition, consumers are showing a strong tendency to hang on 
to their savings this year. Sales of new homes, cars, and appliances are 
all below expectations. 

“It may be one of the steadiest years from the point of view of prices 
that we’ve experienced in many years,” one government official said. Sales 
for some industries will move ahead, however, while some decline. Others 
will simply hold the line, with neither gains nor slippage. 


Protests from congressmen over shoe imports are causing the State 
Department to think twice before ordering new tariff cuts. 

About 30 members of the House of Representatives are sponsoring 
bills calling for postponement of further tariff cuts. These bills are now 
awaiting action by the taxwriting House Ways and Means Committee. 

Although there is no assurance that the Ways and Means Committee 
will act favorably on these bills, it is known that the State Department 
tariff planners are worried over their existence. Therefore, while the State 
Department will doubtless go ahead and negotiate lower tariffs on footwear 
this fall, the expressions of disapproval in the House will have the effect 
of causing the tariff officials to go slow in making tariff cuts. 

The congressmen who are asking for a halt on further reductions will, 
in effect, be silent partners at the tariff talks, and will have the effect of 
dissuading the tariff negotiators from going overboard in rate cutting. 

The United Shoe Workers of America, AFL-CIO, is calling for a two- 
year suspension of further tariff cuts. 


A Senate committee is taking a fresh look at the narrowing share of 
defense business held by smaller firms. While large suppliers have in- 
creased their slice of the total volume of defense contracts, the dollar 
volume of business held by smaller firms has shrunk. 

Starting April 5, the Senate Small Business Committee will hold three 
days of public hearings to find out why smaller suppliers are losing ground 
and what can be done to reverse the trend. Committee Chairman John 
Sparkman, D., Ala., says he wants to know why so many large and profit- 
able contracts are negotiated—not made available for bidding—with 
selected suppliers. (“Sole-source”’ procurement.) 

Of the $22.7 billion worth of contracts let in fiscal 1959, more than 
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@ Senator Keating is sponsoring a bill to offset 
the low wage advantages foreign competitors 
have over American business. 


Report from 
@ Admiral Rickover thinks way to improve the 


fficie ui 
WASHINGTON rei ietence Deparinen emplosees 





86 per cent was negotiated, not bid upon. And more than $8 billion of the 
total was negotiated with a single source, Sen. Sparkman says. 

Smaller firms received only 10 pct of negotiated contracts. But they 
received more than 50 pct of contracts awarded by open competitive 
bidding. 

Military procurement officers will be asked to explain why they do not 
permit all interested parties to bid upon defense business, and why they 
prefer to negotiate privately with only a handful of selected suppliers. 


Congress is eyeing legislation to offset low wage advantages foreign 
competitors have over American industry. 

Sen. Kenneth Keating, R., N. Y., sponsor of the “Fair Labor Stand- 
ards Trade Act,” says foreign wage competition has become increasingly 
difficult to meet in many industries, including footwear. 

The bill provides that the President could raise tariff duties as much 
as 100 per cent if it was found foreign wage competition is injuring 
domestic industries. 

The action could be taken only after an investigation by the Secretary 
of Labor. Such an investigation could be initiated by the President, either 
House of Congress, an industry or an employe organization. 

Sen. Keating does not expect passage of the bill this session. The plan 
now is to arouse sentiment throughout the country. Then, in the next 
Congress, he will spearhead a big push for its passage. 


Vice Adm. Hyman C. Rickover believes the way to increase defense 
efficiency is to reduce Defense Department manpower 20 to 30 per cent. 

Rickover proposed to Senate space and preparedness investigators that 
Congress chop down the manpower “jungle” in the Pentagon so he and 
his “harassed” staff can keep the U. S. ahead of Russia in the nuclear 
submarine race. 

The admiral described the contest between and U. S. and Russia as 
“between two different bureaucracies.” In the U. S. model, he said, there 
are too many inexperienced administrators demanding too many reports. 

He said he and the top members of his staff have done little but write 
reports for two or three months. 


Alert action by top shoe and leather association executives has barred 
—for the time being—a bidding up of hide prices by foreign buyers. 

Some government officials were engaged in a_ behind-the-scenes 
maneuver to place hides on the U. S. Department of Agriculture list of 
surplus commodities, thus compelling the purchase of hides in the United 
States by foreign nations receiving U. S. aid. 

The government maneuver was nipped in the bud by the alertness of 
Merrill Watson of the National Shoe Manufacturers Association and Irving 
Glass of the Tanners’ Council. The protests of these executives to the U. S. 
Department of Agriculture resulted in a victory for the shoe and leather 
trades and a defeat for the foreign buyers of hides. 

There is one exception to the new U. S. Department of Agriculture 
ruling, however: Turkey will buy about $4,000,000 worth of heavy cattle 
hides (50 pounds and over) from the United States this year. Such hides 
were declared “surplus” for purposes of sales to Turkey this year. 


A White House conference on safety urges a new crackdown on 
(CONTINUED ON PAGE 68) 
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It’s so easy to improve your packaging 


with Wolf Brothers 


FREE 


Design-Your-Own 


PACKAGING 


‘a 


’s Simple, It’s Practi 

It’s Simple, It's Practica 
To every man who ever said, “If I were an 
artist I’d show you the kind of packaging I 
want!” —here’s the answer! No art training 
needed —anyone can do it, because you get 
everything necessary in this free 8-piece kit to 
create dozens of wonderful Handelok packag- 
ing concepts. It’s a worthwhile start to produc- 


WOLF BROTHERS, INC. 


Packaging That Builds A Lasting Image 
340 N. 12th Street, Philadelphia 7, Pa. 
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t 


|-Send For Yours Today ! 


ing the kind of packaging that will serve as 
good advertising for your store and encourage 
take-with sales. Give it a try. Just fill out the 
coupon below. 





Wolf Brothers, Inc., Dept. No. BS-4 
340 N. 12th Street, Philadelphia 7, Pa. 


Send me, free, a Design-Your-Own Packaging Kit. | always 
knew | could do it! 


Name 





Address 





City. 

















~ AGAIN THIS SEASON! 


E-Jays ... the popularly priced children’s shoes 
with the features mothers look for . . . are again 
advertised in PARENTS’ Magazine this Spring. 
Make E-Jays part of your Spring and Summer 
selling effort with a tie-in promotion of your 


own ... they can help make this your best sea- 
son ever! 

If you’re not now stocking E-Jays, drop us a 
line and an Endicott Johnson salesman will call 
on you soon. 


CHECK THESE CHILDREN’S SHOE SELLING FEATURES: 


1. The famous Guide-Step principle in some styles .. . designed 
to guide body weight to the strong outer edge of the foot. 


2. Permacounter . . . new miracle polyethylene counter that 
lasts the life of the shoe. Can't break down! 


3. Flexible, non-marking sole. 


4. Pacifate protected lining to help prevent athlete's foot, 
mildew and bacteria. 


5. Tough nylon thread throughout. 
6. Polyethylene midsole. 


PRICED TO RETAIL PROFITABLY AT 


and E-JAY GUIDE-STEPS 


(A) 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N.Y. 
-.-the famous family name in shoes 
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by JOHN REILLY 


Editorial 





Slow Business Check-List 


toll of February and March shoe business. As 

this is being written, hard-hit areas of the 
country are just completing their digging-out opera- 
tions. The question now is, how much of their lost 
retail sales will the late Easter enable merchants to 
recoup? 

After an excellent January and what appears to have 
been a satisfactory February, despite the weather, the 
shoe business took a nose dive during the closing weeks 
of February and the opening weeks of March. 

The bad weather this year was a particularly unfor- 
tunate occurrence because the business barometer was 
unexpectedly high at the opening of the year. 

The January shoe production of 53.1 million pairs, 
only slightly lower than ’59, came as a real surprise to 
industry economists who anticipated a sharp decline. 

Shoe store sales for January were excellent. On a 
seasonally adjusted basis they were $214 million, 13 
per cent higher than January ’59. 

An advance report indicates that February retail 
sales of the Apparel Group, of which shoes are a part, 
were $781 million against $750 million for February, 
1959. These advance reports do not separate shoes 
from overall apparel sales figures. But on the basis of 
their performance in January, shoe stores probably 
got their fair share of the Group’s $31 million increase. 

The last week in February and the first two weeks 
of March lowered the boom on shoes at both the retail 
and manufacturing levels. A mid-March check with 
merchants and manufacturers shows that sales at 
retail and shipments declined sharply starting in mid- 
February. Unusually bad weather and late Easter are 
given as the reasons for these serious declines. In 
Stock shipments during the first two weeks in March, 
with Easter just a month away, were off an estimated 
15 per cent. Manufacturers have their fingers crossed 
and are anticipating a rush on In Stock departments 
once the weather breaks. 

Regardless of the weather and the late Easter situa- 
tions, one manufacturer says, “Retailers are running 
scared again, as badly as they did in 1958. Even before 
the bad weather came, retailers were buying on a hand- 
to-mouth basis in anticipation of price decreases, which 
cannot come.” 

“Retailers are afraid,” says another manufacturer, 
“and they can’t tell you why. They will tell you that 
their stocks are clean and that they are in a good cash 
position. 

“When asked if they could have gotten in that good 
cash position without adequate stocks and sizes earlier, 
they reply ‘I guess not, but I am still holding off for 


Rina and stormy weather took a serious 
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a while’.” Well that ‘a while’ may prove to be too late. 

Apparently the lessons of sales lost for lack of styles 
and sizes which were learned so dearly in the spring 
of ’58 have been forgotten in the lush figures of 59. 

One of the reasons why 1959 was a record year in 
shoes lies in the fact that it got off to a flying start 
with confident placing of orders early in the year. Early 
buying and production made shoes available in time 
and in sufficient quantities to satisfy consumer demand 
and to permit intelligent, aggressive promotion. The 
momentum generated early in the year carried through 
tc make ’59 the record year it was. 

Recently we received a letter from a manufacturer 
who suggests that the time is right for some soul 
searching by retail shoe merchants. “Why don’t you,” 
he asks, “lay it on the line and tell the retailers that 
when business is bad they should try to find out the 
reasons why.” 

The writer then suggested the following check-list 
of reasons for bad business. 

Are bad weather and late Easter causing our present 
slow sales? If they are, these conditions are about to 
correct themselves. 

Are consumers spending more money for goods other 
than shoes? If they are, then our merchandising is 
inadequate. 


If, as we are convinced, shoe prices are not out of 
line with other articles of wearing apparel then price 
cannot be blamed. 

If consumers are walking out of shoe stores and 
departments, then those shops simply do not have the 
right shoes. : 

If consumers are buying new fashions in apparel and 
not shoes, then our styling has gone stale and lacks 
imagination and originality. 

The letter continues, “I believe that half the retailers 
actually do not realize that they have a problem or 
know what that problem is. A problem is like a disease, 
it must be diagnosed before a way can be found to 
correct or eliminate it.” 

In light of the present sad state of shoe business this 
suggestion that merchants subject themselves to care- 
ful self-analysis would seem to be very much in order. 
We think it is a very practical suggestion and recom- 
mend that every merchant measure the present state 
of his business against this check-list. He may come 
up with some very interesting results and conclusions. 

The letter concludes with this observation, ‘Unless 
the shoe business improves at least five per cent in 
1960 over 1959 despite present conditions, we have a 
sick industry, and unless it improves it will get worse.” 
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l Irhan 
Stocked in 
White Ostrich 


Heydays are not recommended 
for all stores...only those 


interested in self-improvement, 


+ better SALES and PROFITS! 


¢) 
be L 
del | 


HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS 3, MISSOURI 


34 Boot and Shoe Recorder 





j 
Olee 


“Retailing as a profession was 
born yesterday,” RICHARD ALMA- 
RODE, district manager of the 
Southern Department Stores of 
Richmond, Va., told the Committee 
on Careers in Retailing. ‘Retailing 
is changing so fast,” he continued, 
“that nothing we do today is done 
the same way tomorrow. 

“To you, as trainees entering re- 
tailing as your professional career, 
my advice is: Have the determina- 
tion to do the job assigned, whatever 
it may be. No job is too big if we 
have the determination to do it. 





‘‘Make your own personal human 
relations and communications the 
most important factor in your job. 
Over 80 per cent of job failures are 
caused by lack of ability to work 
with others. 

“Realize that retailers are in busi- 
ness to make a profit. Most people 
think that if profits are plentiful 
we can afford the luxury of having 
a lot of frills. However, just as soon 
as we start having the frills, profits 
decline. 

“Pick your trainer! Your training 
is by far the most important part 
of your first job. The store or com- 
pany that offers the most salary or 
does more advertising, or has the 
most elaborate brochure, or makes 
the most profit does not always give 
you the best training. It’s the in- 
dividual buyer, merchandiser, store 
manager, window trimmer, receiving 
or marking clerk, or whomever you 
work with that gives you the train- 
ing, not the company president or 
personnel recruiter or the Dun & 
3radstreet report, or the board of 
directors, or the fringe benefits, or 


April 1, 1960 


of the Trade 


the thousand and one other things 
we normally consider before going 
with a store. 

“We, in retailing, have the terrific 
opportunity to really ‘shoot the 
moon’ and be the leaders in our pro- 
fession in a whole new era.” 

* % % 

In the movie: “SCENT OF MYS- 
TERY” in Smell-O-Vision . .. the 
revolutionary new invention which 
projects aromas timed with the ac- 
tion of the scene, audiences get 
whiffs of pipe tobacco, oranges, per- 
fume, donkeys, wine, flowers. There 
are some 35 olfaction scenes in the 
picture. One of these scenes takes 
place in a shoe shine alley in Spain, 
where the stars of the Michael Todd 
Jr. production, Peter Lorre and 
Denholm Elliott, pause during their 
search for a young American girl. 
While the shoe shine boys work, the 
theatre is permeated with the smell 
of Esquire boot polish, which they 
use in the picture. 

The tie-up for Esquire was made 
by its president, Irving J. Bottner, 
with the Michael Todd Jr. office. 
“When I heard that shoe polish was 
going to be used in the picture, I 
suggested the tie-up and I was lucky 
enough to be successful,” says Mr. 
Bottner. 


- JAMES PRESTON ASHER, JR., 
owner-manager of the A. é H. Boot- 
ery in Durango, Colorado, believes 
in consistent and regular advertising 


to sell shoes in his family store. 
But he doesn’t believe in many clear- 
ance sales. He “Too many 
clearance sales kill the value of your 
merchandise and lower the quality 
of your store. I don’t believe in hav- 
ing sales tables out all the time, 
either. 

“We have two big clearances a 
year—in July and January. Before 
these two sales start, we run 20 per 
cent off specials. For instance, in 
June it’s generally a 20 per cent off 
on all whites and in December, 20 
per cent off on all suedes. 

“We run regular radio and news- 
paper advertising. We believe 


says: 
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strongly that window displays are 
very important in advertising and 
we give a great deal of time and at- 
tention to our windows.” 

Mr. Asher is the 1960 Retailer of 
the Year, elected by the Mountain 
States Shoe Travelers Association. 


It’s easy to understand why chil- 
dren love to shop at the C. J. (JOE) 
HAY SHOP in West Concord, Mass. 
It’s a double barreled event .. . new 
shoes and fun. The store is right 
beside the Fitchburg line of the 
Boston and Maine Railroad and the 
youngsters generally rush to the 
windows to watch the choo-choos 
chug by. That’s only one reason. 
There are many others, like rocking 
horses and balloons. 

For the parents, the most attractive 
feature is the personal interest that 
C. J. and Mrs. Hay take in properly 
fitting each customer. They check 
everything, length, width, ball room, 
joints, toes, heels. There is a ritual 
about softening heel counters and 
roughing the soles to avoid slipping. 
Pride in proper fitting dates back 
six generations in the Hay family. 
Joe’s forebears were shoemakers in 
Sweden. They used to travel from 
farm to farm making shoes from 
hides the farmers furnished. Joe’s 
father and grandfather emigrated 
to the United States and started as 
repairmen in the new country. Joe, 
one of five children, eventually 
bought out the others’ interest in 
his father’s store. 

Father and son made shoes from 
hides they bought in Boston; but 
competition with machine made 
shoes put a stop to this effort. Then 
they concentrated on careful buying, 
fitting and selling. 





“Style consciousness, at too early 
an age, can mean problems later 
on, especially where corrective and 
orthopedic footwear is concerned,” 
says LOUIS WALLACH of Wal- 
lach’s Children’s Shoe Store in Ard- 
more, Pa. “Children who need this 
type of footwear are often resentful 
at having to wear the heavier, 
bulkier shoes. When they come into 
our shop, they are handled tactfully 
and seriously. 
“There is a psychological factor in- 
volved. These children are so anxious 
to appear like other children .. . 
They are too young to realize that 
“other kids” are wearing, e.g. the 
lightweight gum drops and the like. 
They are too young to realize that 
the orthopedic features and the 
lightweight shoes just can’t be. 
“Boys are easier to satisfy. They 
will agree on the leathers, ‘dirty 
buck,’ for instance, and basic lasts, 
and then give more thought to the 
corrective features.” 

% * + 

“It is essential to the independent 
dealer to have the good will of the 
salesmen who sell him the boots and 
other merchandise he needs. Sales- 
men can do a lot for you, if you 
will only let them.” These are some 
of the views for successful boot mer- 
chandising that H. J. AMGWERT, 
owner-manager of The Westerner 
in Fort Collins, Colorado, holds. He 
also subscribes to the idea: “Give 
your store a personality and individ- 
uality of its own. Don’t copy anyone 
else. You'll find it results in steady 
customers. The independent mer- 
chant must remember that he has 
to be different, if he wants to get 
his share of the business in this 
world of keen competition.” 

* * * 

“As far as corrective requirements 
are concerned,” says T. J. NEW- 
KIRK of Newkirk Shoes in Houston, 
Tex., ‘“‘we never prescribe. We take 
the doctor’s prescriptions and fill 
them as painstakingly as possible. 
Each shoe that receives correction 
in our shop is double-checked in 
front of the customer . . . before 
leaving our store.” 

Located across from Houston’s 
medical center, Newkirk’s is the 
only orthopedic shoe store in the 
city that has its own shop on the 
premises. The store always looks 
like a combination kindergarten 
room and very active pediatrician’s 
office. 
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Profile.... 


by ESTELLE G. ANDERSON 





JOHN W. MORGAN 


OHN W. MORGAN learned his three R’s in his native city of Marietta, 
Ohio. Then he crossed the river into Parkersburg, West Virginia, 
for the fourth R and up the alphabet to the three W’s. Everyone 

knows the three R’s... readin’, ’ritin’, ’rithmetic. However, the fourth 
R may give you pause; but not for long, if you know John Morgan. It’s 
Retailing, with a capital R. He believes in it implicitly. Feels it is a 
motivating force, exciting, colorful, imaginative, creative. If you are 
wondering about the three W’s, more about them later, but, in the interim, 
they are: Work, Women and West Virginia. 

The mysterious ways of life! Shoe retailing was about the last thing in 
the world that John Morgan wanted. In fact, he had decided upon a 
career in the diplomatic corps. Had matriculated at Marietta College to 
major in languages, toward that goal. However, he had to quit while still 
a freshman. His father had a bad knee injury and John had to go to work 
to help out financially. 

He may have started out not wanting any part of it; but as of now, 
1960, at the age of 55, he has devoted 42 years to shoe retailing. He has 
loved every minute of it. Wouldn’t change places with anyone, not even 
some of his college friends who completed their schooling and were 
assigned to diplomatic posts in far-flung foreign lands. He doesn’t envy 
them at all, for he knows that he is in the right niche, for him. “‘Nothing 
could be as colorful as retailing, especially shoe retailing. I believe that 
I get around faster and further; have more interests and opportunities 
to talk with people, and especially the youth of the country,” he says. 

John Morgan’s retailing career started with the Grimes Shoe Company 
in Marietta. In 1925, he quit Marietta College and went to work for Smith 
and McGrew in Parkersburg, West Virginia. “J. C. McGrew was a terrific 
personality, an excellent businessman,” says John. “I needed a job and he 
needed help. I worked like crazy. The more I did, the more work he gave 
me. Within six months, at the age of 20, I was buying shoes and managing 
a shoe store.” 

In 1931, Mr. McGrew leased space in Dils Bros. in Parkersburg and 
opened a women’s and children’s shoe department, with John Morgan as 
manager. Dils had never had shoes until 1931. “We started out in ’31,” 

(CONTINUED ON PAGE 52) 
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asual Slipon 


With the arrival of warm summer weather the slipon 
really comes into its own. Always a comfortable and 
easygoing style, it is especially lightweight and airy in 
this imaginative treatment detailed in black Indian jute. 

Unlined, with discreet leather topline binding and 
backstay and lightweight flexible sole, the Palmetto by 
The Stetson Shoe Company is also available in charcoal 
green and natural jute. For every place and occasion 
on the busy summer scene, our pattern portrait brings 
a dressy touch to the casual picture. Natural jute acces- 
sories courtesy Thomas Taylor & Sons. 











Fall Accents the Quality 


Advance designs emphasize a newly conservative, easy to 
wear continuation of the Continental look in clothing. 
Accessories and leisure apparel trade up to match. 


THE CARDIGAN 

returns to its classic higher 
button styling, can add a 
modified shawl collar for a 
new accent. Right for golf 
weather, in fine stitch alpaca 
and blends, first choice for 
early autumn. 


EN’S fashions for Fall, 

1960, are likely to have 

an importance not entirely 
planned by their makers. They may 
well establish a new plateau, an oc- 
casion for evaluation and decision 
that could set the pace in what we 
are going to wear for the next 
decade. In fact, to coin a phrase, 
it can be a pause that refreshes! 

In the historically slow moving 
men’s apparel and accessories field 
the past several seasons have wit- 
nessed such a flood of innovations 
the pattern begins to blur a little. 
It is time to look at what we have 
and to decide on where we go from 
here. One strong surmise is that 
London will again emerge from its 
island fog as competition for the 
sunny South in establishing con- 
temporary standards in men’s tastes. 

Continental styling in tailored 
clothing has been the most signifi- 
cant factor in altering the American 
look from the falsie beefiness of the 
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BIG KNIT COLLARS 

is a forecast by experts for 
rugged outerwear. The coun- 
try coat usually hides a 
science fiber pile lining for 
assured protection. The shell 
is as various as taste dictates. 
Newest look is pattern in 
fabric. 


by GERVASE BUTLER 


Association of Clothing Designers 
are ready and rarin’ to go with a 
silhouette which keeps the Continen- 
tal slimness, but eases the line for 
a more nearly natural effect. In both 
what IACD calls its American Con- 
tinental and its Trans-American 
models, the chief ingredient is a re- 
laxed, but still body tracing, line. 
London is on the wire! 

Pattern is the paradox for fall. 
There will be plenty of it. The very 
best checks and plaids are marshalled 
for attention. They range all the 
way from shepherd and houndstooth 
through the glens to the Buffalo 
plaids in burly sports outerware. 
Paralleling this eruption in geo- 
metrics the season will see an un- 
precedented importance for the most 
sophisticated blondes in cashmere, 
camel, vicuna and their fellow luxury 
fibers. These beige babies take the 
spotlight in big areas, such as coats 
and jackets; in weskits; as_back- 
ground for the complicated heathers 
and mar! effects, both woven and 
knitted in sportswear. 

Go peel yourself a grape may be- 
come the color phrase of the year. 
We now have, thanks to the experts 
who comprise the membership of 
the National Association of Men’s 
Sportswear Buyers, an official color 


World War II era to the body hug- 
ging line which is as at home on 
the range as it is on Park Avenue. 
In fact the cow pokes had an idea 
there, in their second-skin Levis, 
long before city slickers found a 
cutter to interpret the slim look in 
suits. It took them all the way to 
Rome to do it. We are now about 
ready for the return trip. 

Fall, 1960, then is the time the 
extremes, called Continental because 
no one cared enough to protest, will 
fall by the wayside. American mem- 
bers of the august International 


match the custom look of 
good tailoring. From a 
debut collection, this new 
crown design with stitched 
15% brim, high back flange 
and inch wide grosgrain 
band, with bronze button. 
Mr. John, Inc. 
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Look in Men’s Styles 


card for the season. NAMSB gave 
us the needed push for olive, gold 
and their allied tones in blue, gray 
and brown. They continue. Alone or 
mingled in the new versions of 
heather and marl, compound effects. 
Grape is the new note, strong vin- 
tage for the timid. The purple Con- 
cord; the blue Piedmont; the red 
Chianti, again alone or mixed for 
accent. Grape is major news. 
Texture is at the testing stage. 
The marvels of science fibers con- 
tinue to influence weaves and knits. 
Weaves in particular head for 
greater elegance in worsted effects. 
The accent is off the careless casual 
and on the controlled calculated ef- 
fect, what the American Institute 
of Men’s and Boys’ Wear means 
when it counsels us to dress right 


DINNER JACKETS 

are beginning to register a 
strong comeback. Following 
a return to the dance floor at 
country clubs, the trend is 
definitely formal. For a re- 
laxed touch, why not the 
patterned, color matched 
pants! 
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TOPCOAT 


design follows the transition 
trend which retains Continental 
slimness, but with a dash of the 


casual. 


The slightly relaxed 


line, still dressy, is part of the 
new, less fitted look. 


for the occasion. Subdued richness 
is the fabric hand target, right down 
to the polished cottons that go to 
college for fall term or to work on 
the clothes conscious, giant youth 
group. 

Sportswear styling for fall also 
indicates a new conservatism in con- 
cept. Color is, of course, the big 
sportswear news. Olives, golds and 
the basic black contrast are now 
staple fashion, basics. Against these 
and including them designers are 
using the madras palette, adding the 
richness of offbeat blues, reds and 
black greens, reminiscent of the Far 
East. 

Sports shirts are expected to tip 
towards cut and sewn types after 
heavy emphasis for several years 
on knits. One reason is the variety 
of good prints coming up. Also, the 
continued demand for Ivy styling 
has expanded into new collar details. 
Forecast, longer points and, for con- 
trast, round points, heretofore seen 
usually on business shirts. 

Slacks show the most adventurous 
experiments in pattern. Solid colors 
will be volume, but pattern, from 
the small check to the wild Persian 
print for fireside lolling, is the news- 


LEISURE SHOES 





maker. This brings up a fine point 
in the sophisticated wardrobe. There 
is indication that the boys are fol- 
lowing the girls in developing “at 
home” wearables. For the upper 
echelon, house coats with patterned 

(CONTINUED ON PAGE 58) 


supple, sophisticated, are at home in the best 
society. The point of these is the subtle detail- 
ing, the fine hand of the imaginative custom 
designer. Suggestions for Fall, 1960. Courtesy 


Allied Kid Company. 
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FOOT SAVER 


to retail at 


Foot Saver’s exclusive Shortback” last 
assures snug heel fit, yet permits caressing 


foot ioodom. 











more than ever 


Skuffies Illustrated 


1 9 : J o ) other styles 


1995 - 2295 


a few slightly higher 


For more than half a century, the name of Foot Saver has been synonymous with 
quality. Thousands of satisfied customers have been converted by the complete 
comfort and smartness of Foot Savers —the fitting wonder of the Shortback last. 
Maintaining the fine workmanship that has given them leadership in the field, Foot 
Savers now have 3 Skuffie styles with a suggested retail of $19.95. Manufactured in 
the Columbus plant, these styles, like every Foot Saver made, will captivate customers 
the minute they step into them. 


The Julian & Kokenge Company. 280 South Front Street. Columbus 15. Ohio 
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WAIT FOR US! 


we're heading your way and moving fast! 


INTERNATIONAL’S 
salesmen are 
hitting the road NOW... 


bringing you 


e The latest, hottest, most 
in-demand shoe styles 
for Fall, '60,backed by... 


¢ The shoe industry's 
BIGGEST advertising and 
promotion program! 


International’s 
power- packed 

TV SPOTacular 
plus NETWORK TV 


Hard-hitting commercials in your market 
selling your customers! Big national audiences 
via NBC’s daily “Queen for a Day” show... 
NBC's twice-a-week ‘The Price Is Right’”’ . . . 
ABC’s weekly “‘Beat the Clock”... 

and CBS’s weekly “Top Dollar.” 


A big program of 
national magazine ads in 


SEVENTEEN + INGENUE 
PARENTS’ «+ TODAY’S HEALTH 
BOYS’ LIFE «+ OUTDOOR LIFE 

FIELD & STREAM 
SPORTS AFIELD + BABY TALK 
MY BABY + YOUR NEW BABY 


..6 MEN’S BRANDS HAVE AMERICA’S HOTTEST SALESMAN GOING FOR THEM... 


TD Te cow 


selling for YOU 
starting September 6 


GET ALL THE FACTS FROM YOUR 
INTERNATIONAL REPRESENTATIVE! nr : 
FRIEDMAN - SHELBY Ya. 
PETERS SHOE COMPANY 
divisions of 

Wilds Largest Shoe Manufac Weer 


- Louis +» New York + Los Angeles + Atlanta 
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MARKET 
of AMERICA 


St.Louis May 1-4 


Sponsored by ST. LOUIS SHOE MANUFACTURERS ASSOCIATION 


This fourteenth Fall Presentation is a new concept in shows ...a 
marketing and merchandising meeting and a unified, well-organized 
display of new footwear, new ideas and new products. 


HOTELS 


SHERATON JEFFERSON - STATLER HILTON - LENNOX - PARK PLAZA 
AND ST. LOUIS MERCHANDISE MART 
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. - SHOE . 
MARKET 
of AMERICA 


THE SHOE FASHION BOARD 
OF ST. LOUIS has prepared a 
booklet describing and picturing 
fall trends. Men’s, women’s, chil- 
dren’s and teenagers’ shoes are 
included in this detailed digest 
of fashion information. Show 
visitors will receive this fore- 
cast booklet when they register. 
Copies are also available by mail 
after May 1. Miss Jaclyn Meyer, 
chairman of the Shoe Fashion 
Board of St. Louis, invites re- 
quests. Address them to the 
Board, Room 504, Shell Building. 


ARTHUR H. GALE 
Exec. V. P. St. Louis 
Shoe Mfrs. Assn. 


HOEMEN will see a new name and a new concept 
in shows—flying under the banner SMA—when 
the St. Louis fourteenth fall showing marches 

into view May 1. 

Planned to recognize and strengthen the mid-west 
shoe center as a prime market for fall footwear, SMA 
has been expanded to make the event, not only one of 
the largest selling markets in the nation, but also a 
marketing and merchandising meeting. Six direct-help 
workshops are scheduled. 

Again this year, non-St. Louis manufacturers—the 
number may reach 150—are joining with local pro- 
ducers. United, they will display one large, well-bal- 
anced, well-organized corps of new footwear, new ideas, 
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= ST. LOUIS Flies 


More than 135 non-local manufacturers will join St. 
Louis brands for the Mid-West’s fourteenth annual 
fall showing, May 1-4. 


SMA’s widened scope stamps St. Louis as a 
market-place of ideas as well as shoes. Shoe- 
men will get a national view of footwear from 
basics to fashion lines for “‘waving ahead” 
Fall ’60. Educational workshops will pin- 
point problems, offer retailers “banner’’ helps 
on merchandising, promotion — and profits. 


and new products, all marching toward profit for re- 
tailers and buyers. Show hotels are the Sheraton- 
Jefferson, Lennox, Statler-Hilton, and Park Plaza, plus 
one entire floor of the St. Louis Merchandise Mart 
Building. 

The idea of an open show was tried for the first time 
in 1959. It met with an enthusiastic response from all 
segments of the industry. Non-local exhibitors who 
participated in last year’s show asked that they be 
included in the May 1-4, 1960, showing. Besides, a 
large group of nationally-prominent producers is com- 
ing into the 1960 SMA for the first time. 

All this will add up to a “banner” event, advance 
registrations indicate. Attendance is expected to break 
all previous records by a wide margin. A variety of 
hospitality features has been planned for the pleasure 
of visiting shoemen. Crews of shoe-shine boys will be 
on hand in halls outside display rooms to help everyone 
“take a shine” to the show. 

The morning coffee break will also be ‘‘on the house,” 
with coffee carts making the rounds of the display 
rooms. 

A Glass Slipper competition will go on in the down- 
town area during show days. Free pairs of shoes go to 
lucky “Cinderellas.” 

Fall footwear fashions will be modeled informally 
during lunch hours in show hotel dining rooms. Jaclyn 
Meyer, chairman of the Shoe Fashion Board of St. 
Louis, says that models will carry “trend trays,” with 
each shoe labeled with both brand name and manufac- 
turer’s name. 

And—for a “Sunday Drive’—visitors can look for- 
ward to being transported hotel-to-hotel in antique 
autos! 

Educational highlight of the SMA will be six panel 
workshops under the leadership of representative re- 
tailers from all parts of the country. At each session, 
one or two manufacturers will be on hand to help 
answer any retailer questions which require a pro- 
ducer’s point of view. 

The evening workshops will be held at the Statler- 
Hilton, three on Sunday, May 1, and three on Monday, 
May 2. Attendance at each will be limited to 50 re- 
tailers. Reservations are being accepted on a first-come 
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basis. Tickets are $5.00 and include cocktails at 6:30 
p.m., dinner at 7:00 p.m. and participation in the work- 
shop. Address ticket requests to Arthur Gale, execu- 
tive secretary of the St. Louis Shoe Manufacturers 
Association, 1221 Locust Street. 

On Sunday, the “Merchandising The Family Shoe 
Store” session will have this retailer panel: Emory 
Scott, Spence Shoe Store, Knoxville, Tenn.; Arthur 
Wesson, Kushin’s, Oakland, Calif.; Homer Shepard, 
Shepard’s, Lansing, Mich.; and Harry Priess, Priess 
Shoes, St. Mary’s, Ohio. 

Also on Sunday, the workshop on “The Men’s Market 
—How Can It Be Revived?” will have its discussion lead 
by Arnold Hirschberg, M & N Shoe Store, Fort Wayne, 
Ind.; Joe Lewis, Lewis Stores, Waco, Tex.; John Long, 
Polsky’s, Akron, Ohio; and J. B. Stancliffe, Florsheim 
Shoe Company, Chicago, III. 

Rounding out the Sunday sessions, “Advertising and 
Display—Key to Additional Dollars” will be lead by 
these four specialists: Sherman Hinkebein, Baynham’s, 
Evansville, Ind.; Stan King, King’s, Boise, Idaho; Rich- 

(CONTINUED ON PAGE 64) 


CHARLES N. AREND, General Show Chairman 


6¢On behalf of the show planning committees, may I 
welcome you to the 1960 Shoe Market of America. 
Although the banner is new, this is our fourteenth 
annual fall showing in St. Louis and, by far, our 
biggest. 

Last year for the first time we extended an invitation 
to manufacturers from all parts of the country to 
exhibit in St. Louis. The enthusiastic response from 
manufacturers and retailers was convincing proof that 
the St. Louis show performed a real service to the 
industry. 

In making plans for the 1960 showing, we took cog- 
nizance of the broadened scope of the event by re- 
naming it “Shoe Market of America.” SMA reflects not 
only the coast-to-coast influence of the showing, but in- 
dicates that St. Louis is a market-place of ideas, as 
well as shoes. The six Market Workshops we are initi- 
ating this year will be practical, down-to-work sessions 
for the many retailers who come not just to buy, but to 
pick up new ideas on how to sell and merchandise. 

When you come to St. Louis May 1, you will find 
more brands on display than ever before and an ex- 
ceedingly well-rounded show, with the nation’s finest 
men’s, women’s and children’s lines represented. We 
look forward to welcoming you, in person, to St. Louis 
—Shoe Market of America. 


McLEOD STEPHENS, Pres., St. Louis Shoe Mfrs. Assn. 


6¢The St. Louis Shoe Manufacturers Association bids 
you welcome to St. Louis and shoes for the ’60’s. We 
greet you and the new decade with the largest and 
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most diversified showing in the 14-year history of the 
St. Louis show. 

We feel this great interest in our show bodes well 
for the shoe business. It is a healthy industry that 
invests in fresh ideas and viewpoints . . . that creates 
and sustains a marketplace such as our Shoe Market 
of America, enabling every retailer to examine the 
styles, shapes and shades that will make shoe news— 
and shoe sales—in fall, 1960. 

We believe we have all the ingredients for a success- 
ful show—top-flight lines, strong retailer registration 
from all sections of the country, a well-balanced show 
program with first-rate entertainment and first-rate 
merchandising and marketing sessions. 

We sincerely hope that your stay in St. Louis will be 
both profitable and enjoyable and that the 1960 Shoe 
Market of America will launch a highly successful fall 
season for you and the industry.*? 





/ WALKING SHOES 


Walking shoes — suit shoes — country types and town 
styles—they are all here in ties, stepins and pumps, on 
flat to medium heels, in smooth, grained and sueded 
leathers. The trend is the same. Interpretations are new. 
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Low-cut tie, pointed toe, 


14/8 Louis heel. Florsheim. 


Pointed toe, flat stacked 
heel, benedictine color. Life 
Stride. 


Calfskin and cobra, olive 
shade, stacked heel. Natural 
Bridge. 








ALL is the season for brisk walks on city 

pavements as well as country roads. There 

is freshness in the air and there is a fresh 
look in the Fall 1960 suit and walking shoes. 
Here is your golden opportunity to promote the 
new lower heel ties and stepins, the higher 
riding, better fitting silhouettes, unlined con- 
structions and stacked leather heels. Six of the 
ten shoes we have illustrated have higher 
fronts. Four of the ten have tied bows. Six are 
on stacked heels, ranging in height from 18/8 
to less than one inch. They include both 
straight and curved shapes. 

In lasts, the pointed toe continues to lead in 
suit as well as dressier shoes. The variety in 
fypes and shapes of heels is a strong selling 
point. Many heels in the suit shoes give the 
foot a more solid base. Slightly curved, they 
look light and graceful. 

Detailing shows diversity and imagination. 
Decorative perforations and stitching, fringing, 
buttons, buckles and tailored bows contribute 
to the new look. Surface contrast appears in 
smooth leather trims on suede. Shiny cobra on 
smooth calfskin and smooth woven leather on 
calfskin are fresh looking treatments. 

Color contrast is less popular than surface 
contrast but some combinations of colors are 
used. For example, smooth black leather is a 
smart contrast on rust color suede. Another 
manufacturer likes the ombrés in _ beige-to- 
brown, gray-to-black and green shades. He sug- 


Sophisticated flat on shaped 
stacked heel. Sbicca. 
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gests varying the depth of these tones from 
darker to lighter combinations in the change 
from fall to spring. He likes these ombrés in 
suede leathers. 
Color has an important role in these suit 
shoes. Everyone knows that brown will be 
given a tremendous promotional push this fall. 
And everyone knows that the range of brown Calf and woven leather in 
tones is a wide one, including Red, brassy or antiqued briarwood, double 
greeny, very dark and taupe browns. Given i 18/8 heel. Foot 
this variety of shades, brown can be worn as a 
shoe and accessory color with practically every 
shade in fall clothes. 
High style color trend in suits and coats is 
toward a smoky cast. Very much liked in high- 
est style circles is the amethyst family of 
colors. This will appear in all types of fabrics 
from coat to evening materials. 
In clothing, smoky brown tones also rate 
high for fall clothes. These include smoky 
beiges, smoky taupes and smoky real browns. 


For volume there are the green or brassy ? : 
Tailored pump in rust 


browns in clothing fabrics. Here is the place to Sie: te et pained Meek 
suggest shoes in these same brassy brown et trim. Coccini. 
leathers. And they are the browns to sell for 
wear with the greens in clothes. These have a 
touch of yellow rather than a blue cast. 
Brown with a golden cast is the right shoe 


brown for a whole group of sportswear colors. 

A deep garnet red in all types of fabrics is 

gaining favor with some top ready-to-wear de- 

signers. A woman with good taste may choose 

a deep red-brown shoe to wear with her deep 

red tweed suit or coat. This is the kind of 

accessorizing where the costume should be Plusheoft leather, taupe 
worn when buying the shoe. Blue is another LY with black trim, stacked f 
sportswear color. This year it will be more AGG heel. Vogue shoe. : 
grayed than royal. Brown accessories go beau- Boe 

tifully with these blues. And brown, too, is 

always smart with brown furs. 


“Emerald,” three tones of 
brown suede, sling pump. 
Browns varied according to 
season. Heydays. 


Black suede open throat tie, 
spectator treatment. Tread- 
easy. 


Kiltie tongue stepin, exten- 
sion edge, 14/8 stacked 
heel. Enna Jettick. 
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Charming 


More formal daytime shoes for fall are rich in 
dressmaker treatments. Grace and diversity appear 
in the use of draping, pleating, beading and uppers 
of soft fine suede, delicate luster, and fine fabrics 
including velvet. 


Pleated, draped fabric, 
soft touch on black 

\ suede. Johnson-Stephens 
& Shinkle. 


“Gina,” black suede with 
luster collar. Paradise 
Kitten-ettes. 


OMEN’S shoe styles look as though 

they had been specially planned to 

give you extra pairage this coming 
fall. The distinction is so clear between 
daytime shoes to wear with woolen and 
tweed suits and coats and daytime styles to 
wear with elegant fur coats and afternoon 
costumes. A woman who wants to look well- 
dressed and who has good taste can make 
no mistake in the shoes that she buys for 
these different occasions. And you can 
make no mistake in selling her the two kinds 
of shoes. Just to illustrate this point— 
about the two distinct types of shoes—turn 
to the other article in this issue on women’s 
fall styles, “Walking Shoes Bow in for 
Fall,” and compare those shoes with the 
ones illustrated here. 


Are Dressy Suedes Coming Back? 


A number of women’s style manufactur- 
ers have been talking about the return of 
suede shoes. Some see them in suit and 
walking shoes, but more see them in dress- 
ier styles. They do not restrict themselves 


Black suede with black 
fabric underlay and jet 
beads. Barefoot Origi- 


nals. 


“Off -Stage,” gray with 
black trim in asymmetric 
spectator effect. Tweedie. 


Open shank suede pump, 
luster and rhinestone 
trim. Panorama. 
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Footnote to Fall... 


entirely to black and some dark 
brown suedes, however. Some are 
talking about colors, too, with trims 
in luster leather. 

While we go along, a certain dis- 
tance, with this thinking, we still 
believe that black and brown will be 
the two big colors in this leather. We 
visualize them, like several shown 
here, combined with some soft match- 
ing fabric like peau de soie, faille, 
bengaline or satin. There is a dual 
advantage in the use of such fabrics. 
They are very attractive on the 
suede. They also are especially suited 
to draping, pleating and bows—all 
important dressmaker treatments in 
these fall shoes. 


No Real News in Fall Styles 


We might as well face the fact 
that—for the time being—designers 
seem to have reached a point where 
they need to take breath and seek 
new inspiration in lasts, silhouettes 
and patterns. Their chance to bring 
variety into women’s shoe styling 
this fall lies in their new ways of 
using different leathers and fabrics, 
in combining materials and some- 
times colors and in these delicate de- 
tailings. Even in lasts, there has 

(CONTINUED ON PAGE 68) 


Triple needle toe, drop- 
top stitchless topline, 
low shelled-out vamp. 
Valentine. 
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of AMERICA 


Peau de soie with black 
satin bow. Fashion Craft. 


Black and gray suede 
with gray lacing on 
black. Johansen. 


Seamless pump, folded 
topline, lustered fine 
grain, soft, flexible, Pet- 
its Fours. 


Black suede pump, clear 
vinyl plastic insert. Del- 
manettes. 





Never Underestimate the 


Fifteen million girls—from ten to twenty years of 
age—6,602,000 of them between the ages of fifteen 
and twenty—offer a market well worth cultivating. 
Eager for new styles, they are ready to respond to 
your best promotion efforts. 
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HE biggest fashion drive of our new decade 

is being directed at Miss Teenster. She may 

be changeable . . . she may be difficult... 

but she is fashion-conscious and has the money 

to spend. So, it’s important to get her interested in 

the footnotes of fashion while she’s young and has 
years of spending ahead. 

Be mindful in planning your fall buy, that Miss 
Teenster “lives it up” every single moment, and 
that her activities are as varied as her moods. The 
more varied her interests the greater the variety 
of shoes and clothes she needs. 

Basics, of course .. . saddles, handsewn loafers 
and skimmers must be replaced. But, after that, 
provide her with a wide selection, not only of 
patterns, but lasts and heels, colors and materials. 
Miss Teenster revels in her “freedom to choose” 
HOW she’ll spend her clothing allowance, and it’s 
up to each retailer to make footwear desirable 
items to her. 

As the fall style picture crystallizes, here are 
the trends to watch: 

In lasts . . . more emphasis than ever on the 
pointed look—the more extreme versions for dress 
shoes, modified ones for tailored types. Important 
toe shapes also include the nipped, squared point 
and the semi-walled oval. 


Boot and Bootie Effects 


Unlined boot, square toe 
accented by stitching, 
flat stacked heel. Sandler 
of Boston. 


Back-laced bootie in 
grained leather, with 
fringed collar, flat heel. 
Robinette, Division of 
Robin Hood. 
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Importance of a Teena 


by GERALDINE EPP 


Heels . . . in classic as well as novelty shapes, 
with increased emphasis on built-up heels at about 
11/8, and squash heels at 8/8ths. Pyramided, 
multi-faceted, squared, Dutch Boy and prow 
shapes will be included. The important thing: to 
offer a variety of heights, from pancakes to 17/8, 
the height and shape to be determined by the indi- 
vidual style for which it is intended. 

Leathers for tailored flats will have a fine look, 
a more elegant look than in the past. This via soft 
waxy leathers, smooth anilines, fine grains and 
close-cropped suedes. Unlined is indeed a “watch- 
word” as the soft, lightweight shoe gains more 
and more followers at the consumer level. 

Reddened, brassy and woodsy browns will be 
featured, supplemented by darkened greens. There 
seems no doubt that browns will comprise both 
the fashion and volume color pitch for fall. It is 
no longer a question of which brown, but rather 
how many browns an individual retailer can suc- 
cessfully promote. 

Black, of course, is the lead color, particularly 
for dressier patterns. Suede and smooth kid are 
preferred, but there also is notable interest in 
nylon velvet and nylon suede. After black, the 
browns and green... gray, in brushed surfaces 
... red, both scarlet and cherry ... gold and rust 
tones, promotional ... these limited and should be 
confined to spot shoes. 

There are very distinct separations in the styl- 
ing of dressy and tailored shoes. For more casual 
occasions, the trend to spectator detailing con- 
tinues: moccasin vamps, contrasting tips and col- 

(CONTINUED ON PAGE 68) 


Ties=Real and Fake 


“Wink,” with 8/8 
squash heel, orna- 
ment with pearl but- 
ton set in slashed 
leather. Cover Girl. / 


Spectator detailing on 
17/8 heel pump. Town 
& Country. 


Some Like Them High. 


Some Low 


Textured leather, 
shiny metal buttons 
on flat heel pump. 
Trios from Interna- 
tional. 


Sweater pump with con- 
struction openings in col- 
lar. Smart Set from In, 
ternational. 


Unlined high-riding tie, Combining suede quarter 


smooth plug. Beau and overlay with smooth 
wo eeee Teens, Rockingham. vamp; 8/8 squash heel. 


Sparkle Teens by Alexis. 


Two-eyelet moccasin tie 
in pig type leather, con- 
trasting stitching. Viner. 


Fake tie in high back, 
high front stepin. Deb. 
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Shoe Market of America | also at your 
St. Louis, May 1-4 regional shows 


CARMO SHOE MFG. CO. e UNION, MO. 





Fast-moving profit-makers . . . 
the lines that build your volume, 
that make your figures, that 


, 
. 


bring your customers back 
for more every time! 


paradise 


STATLER-HILTON 
aa Display eee ROOMS: 312-14-16-18 
AND AT REGIONAL SHOWS 
BRAUER BROS. SHOE CO., 22 So. Sarah, ST. LOUIS 














Profile: John W. Morgan 


(CONTINUED FROM PAGE 36) 
says John, “when the country was 
in a deep economic depression; and 
for 17 years we showed a continu- 
ing increase in volume. In 1948, we 
kind of hit a plateau, where we 
stayed for several years. One of the 
problems that stalled us was the 
keen, strong competition from 
pretty much the same type of busi- 
ness we were in. It took us a year 
or two to solve that problem and we 
did! Then we began to go up again.” 

The business was incorporated as 
McGrew and Morgan in 1945. J. C. 
McGrew still owns some stock in it. 
However, in the intervening years, 
John Morgan acquired a major por- 
tion of the stock and the company 
name was changed to Morgan Asso- 
ciates about five years ago. 

There are about thirty shoe retail 
outlets in Parkersburg . . . chains, 
individually owned shoe stores, de- 
partment stores ... probably about 
a half dozen in the same price 
bracket and competitive with Mor- 
gan Associates. 

“At present, our business is doing 
about $400,000 annual volume. We 
hope to reach the half-million mark 
within the next year or two,” says 
John. “Three months ago, Dils 
Bros. added a complete men’s and 
boys’ shop, to become a full-fledged 
department store. We enlarged our 
operation simultaneously. Put in a 
men’s and boys’ shoe department.” 

Brand name, quality shoes are 
carried in the women’s depart- 
ments, in prices up to $40.00 a pair. 
The jumping-off place used to be 
$16.95, but they added a $12.95 line 
some time ago, to take care of the 
young career girl market, especially 
the new customers coming into the 
vicinity as the new office and fed- 
eral buildings are completed and 
occupied. Some Italian imported 
shoes were featured last summer 
and the response was very good. 

By this time you are probably 
asking yourself, ‘““How come all this 
appreciation of style and quality in 
Parkersburg? It’s a city in West 
Virginia, isn’t it? And, according 
to many of the reports, there is un- 
employment, hunger and destitu- 
tion in the state.” Well, it is true 
that West Virginia is a poor state 
in comparison with others. There 
is also no denying that it has some 
major economic problems, especial- 
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ly in the coal regions. But the state 
and federal agencies are working to 
alleviate and correct that situation. 
Despite these difficulties (and no 
one is minimizing them), there are 
probably half a dozen shoe busi- 
nesses in West Virginia that would 
be ranked third in volume with 
other states of half a million popu- 
lation. There is greater per capita 
shoe consumption in the state than 
in comparable states with the same 
or much greater population. 

“If anyone should ask me for a 
particular reason why our business 
is good,” says John, “I would an- 
swer it is because of West Virginia, 
Work and Women. The state is 
alive. People are eager, wholesome, 
hospitable. They like quality. We 
are not a large state. There are lots 
of mountains. The economy is 
greatly dependent upon coal. There 
are a few handicaps that have been 
exploited far beyond their impor- 
tance; but we are going to come out 
of it and will probably do as well 
or better than the next one. Park- 
ersburg and four or five other cities 
in the state, however, are fashion- 
able towns. Merchants have done a 
fantastic job of planning and pro- 
moting fashion. 

“Work... women... We havea 
complete women’s organization, 
working in women’s shoes. That’s 
the real answer. Women have that 
extra sense about fashion, that in- 
describable instinct that is born in 
them and will develop if given an 
opportunity. We have a whole crew 
of women at work, about 22 or 23 of 
them, varying in age from teens 
right up to and past forty. Our 
women’s sales force numbers twelve 
and it is a thrill to watch them at 
work, the way they present the 
shoes! And they don’t miss very 
often. We write sales checks 88 out 
of 100. That’s an actual figure. 

“My two executive officers are 
women. Pat Shelby is vice-presi- 
dent and is responsible for sales 
training, supervision and floor man- 
agement. She makes a special point 
of gearing the sales force to inter- 
pret all the things the store be- 
lieves in and present the shoes to 
the consumer in a way that will 
make people want to buy more 
shoes. She has a terrific flair for 
color. Knows what’s right and can 
get customers to buy more color 


April 1, 1960 


than they ever intended. Mrs. Helen 
Riddle, my other executive, is re- 
sponsible for the fiscal phase of the 
business.” 

John Morgan buys all the shoes. 
He goes to market often. Doesn’t 
wait for the market to come to him. 
He stays as close to a ratio of 80 
per cent for seasonal buys, 20 per 
cent for open-to-buy, as he can. He 
is a strong advocate of making sum- 
mer a longer and better season at 
retail. Morgan Associates’ custom- 
ers come from a radius of about 
fifty miles. If they went beyond 
that, they would probably bump 
into cities twice their size. 


They do pull beyond that limit, 
however, simply because of the 
Morgan merchandising approach. 
John believes that color is one of 
the most important tools in their 
business and asserts that the great- 
est number of their multiple sales 
come from a minimum of pattern 
bases, spread out in a maximum of 
color and texture interest. As an 
example, he cited the fact that last 
year they bought patent leather in 
eight colors. Black and gunmetal 
were the two slow colors. The other 
six did much better. It isn’t at all 
unusual for them to back up one 

(CONTINUED ON PAGE 57) 
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WOLFF SHOE MFG. COMPANY 
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Infants’, children’ s, growing girls’, 
teen-age girls’, young women’s flatties, little heels, 
wedges, high heels... dance footwear 


The Shoe Market of America - St. Louis - May 1- 4 
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MANUFACTURERS « PARAGOULD, ARKANSAS 
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Original mobile sculpture by Mr. Alexis Smith ©1960 


the 


originality 


again assures the pre-eminence 


of Dress ups and Sparkle Toes 


at the St. Louis 


and regional shows 


MANUFACTURED BY WEBER SHOE COMPANY, INC., TIPTON, MISSOURI 
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MAKE MORE MONEY ON EVERY SHOE 
ORDER YOU SELL! 


Crown FOAMcote costs you less than any 
other material with comparable compression, 
yet maintains your high quality standards. 
Use it for sock linings, vamp lining and cushion 
insole combination, tongue liners and bottom 
fillers. 


MAKE A BETTER SHOE: 


From the shoe that’s least expensive to the shoe 
that’s most expensive at retail, every one can 
be better with FOAMcote without changing 
your price structure. 
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FOAMcote takes a real beating without 
breaking down. 


FOAMGCoOte is cool . . . porous, it breathes. 


FOAMGote is lighter weight than any other 
conventional cushioning material. 


FOAMCote is available on any fabric, in- 
cluding your own special fabric. 


MAKE THE FOAMcote FIND: 


Call or write for samples today—see what 
Crown FOAMcote can do for your products. 
Send your order and your deadline . . . Crown 
fills both. 


Write today for 
handy sample chart! 
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(CONTINUED FROM PAGE 53) 
promotion with 2500 pairs of shoes, 
four or five bases, 500 pairs of a 
pattern. And they sell more quads 
than B’s. 

Fitting is the first consideration, 
backed up with a full and complete 
depth of sizes. The fact that it is 
first is probably responsible for the 
feeling that they have at Morgan 
Associates that it is safer to work 
with fewer patterns and silhouettes, 
to concentrate on fewer bases and 
spread out on color and texture. 
This doesn’t change the fitting 
value of the shoe. 

Following are some of John Mor- 
gan’s pet theories. It would be in- 
teresting to know how they compare 
with yours: (1) He believes strong- 
ly in getting out and seeing people. 
Talking with them, exchanging 
ideas and opinions. That’s the only 
way to get the pulse of an industry, 
the real reaction, at first hand. 

(2) Regional shows... He feels 
they make an important contribu- 
tion. They are generally timed 
closer to the merchants’ needs. 
They are well attended because 
people like to stay nearer home. 


They may experiment with short 
distances — 60 to 125 mile trip — 
where they wouldn’t consider longer 
ones because of the time and ex- 
penses involved. Also, there is an 
atmosphere of greater cooperation 
and interest between salesmen and 
their own accounts and markets at 
regional shows. 


(3) There is a definite need for 
aggressive promotion of the indus- 
try ... perhaps along the lines and 
pattern set forth by the National 
Shoe Institute promotions .. . local 
groups of merchants in towns or 
areas banding together two or three 
times a year, to put an emphasis on 
shoes, pooling their advertising re- 
sources and appropriations to pro- 
mote shoes at a given time. Take 
Easter as an example, or any other 
point on the calendar. Retailers 
could plan to run their shoe ads on 
a specific date, preferably on a Sun- 
day, two or three weeks in advance 
of the holiday. In that way they 
would be sure of getting a concen- 
tration of consumer interest and, at 
the same time, get more cooperation 
from the newspapers. 

(4) He is optimistic about the 
continuing growth of the shoe in- 


dustry. This is due in part to the 
better liaison in the industry as a 
whole, better coordination between 
manufacturers and retailers. There 
is a tendency on the part of manu- 
facturers to work more closely with 
the retailers in every possible way, 
to make them stronger, more alert, 
better informed. This is going to 
be responsible for an ever-increas- 
ing number of young people coming 
into the industry and eventually 
owning businesses of their own. 
Putting an emphasis on careers in 
retailing, through distributive edu- 
cation (similar to the National Re- 
tail Merchants Association pro- 
gram) is of great value in assuring 
future recruits and talent. Pointing 
up the many advantages of retail- 
ing as compared with other occupa- 
tions or careers .. . the excitement, 
the color, the change, the challenge. 
Retailing, as a career, is good both 
from the standpoint of life itself 
and the standpoint of potential in- 
come. At long last, retailing has a 
comparable, or better paying basis 
than other phases of industry. 

(5) Per capita consumption has 
not kept pace with the exploding 

(CONTINUED ON FOLLOWING PAGE) 
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Best fit of all because made over seasoned 
lasts — one of which is appropriate for custom- 


er’s individual foot! 


NO MARKDOWNS, NO LEFTOVERS! 
JUST STEADY TURN-OVER AND REPEAT CUSTOMERS! 


WEALTH LAST 


4151—The PARISH Tie 
12/8 Wood Kantscuff Heel 


Black nylon lace vamp, black patent leather 
Six-eyelet tie, 


tip, quarter and tongue. 
long inside counter. 
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| WEIL Shoe Company 


“While in Town See Weil” 
1215 Washington Ave. 
Sample Rooms: Los Angeles + 


See us at headquarters during the St. Louis Show 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


Saint Louis 3, Mo. 
New York 
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population, due possibly to the du- 
plication and similarity of style. In 
almost every line and price, the 
shoes look the same. However, they 
wear out their appearance long 
before they wear out their intrinsic 
value. Here is a good reason and a 
golden opportunity to sell more 
pairs. 

(6) Advocate a wardrobe of 
shoes, in talks before community 
groups, in advertising and promo- 
tions. At every opportunity, stress 
the wardrobe of shoes... not less 
than eight pairs, closer to twelve 
pairs. 

John Morgan knows whereof he 
speaks. He has held various im- 
portant offices in the industry’s 
associations and activities: Chair- 
man of the National Shoe Fair in 
1955, past vice-president of the Na- 
tional Shoe Retailers Association 
and a member of the Board of Di- 
rectors for eleven years, director of 
the Ready-to-Wear Division of the 
National Retail Merchants Associa- 
tion, past chairman of the Parkers- 
burg Retail Council and on the 
Board of Directors of the Ohio Shoe 
Retailers Association, just to men- 
tion a few. 


The three-W’s and the fourth R 
sure leave little time for anything 
else. Ask John about professional 
athletics, though, and he will 
proudly tell you that for a little 
state like West Virginia, they have 
had three All-American basketball 
players within the past seven years. 


Fall Accents 
the Quality Look 


(CONTINUED FROM PAGE 39) 


slacks. No longer exactly “formal,” 
which most men consider it, the din- 
ner jacket is on the way back. May- 
be the girls are tired of dressing 
up to go out with the unmatched 
escort. Besides, there will be a lot 
of political dinners, soirees, recep- 
tions, etc., come fall. 

Capsule Caper ... Just to give 
you an idea, Saks-5th is calling it 
the “Executive” look, which trans- 
lates into rich color and pattern, slim 
lines, elegance ... A top Continen- 
tal designer is talking about the 
“masculine” look, forecasting 9 to 12 
ounce fabrics, solid, rich colored lin- 
ings to usurp the popular foulards 

. A slacks maker, the slim 1634 


to 17 inch bottom, 1934 inch knee... 
Everywhere, everyone sums it up 
with emphasis on the quality feeling, 
the confident look that we associate 
with the rather old fashioned word 

. gentleman. Recipe: Try money! 


So. Africa Raises Tariffs 


On Japanese Plastic Shoes 


PRETORIA, UNION OF SOUTH 
AFRICA—The South African gov- 
ernment has sharply increased tar- 
iffs on plastic shoes from Japan and 
other areas in an effort to slow the 
tremendous volume of imports. 

Large quantities of cheap plastic 
infants’ shoes from Japan were re- 
portedly threatening employment in 
the domestic industry. In Port 
Elizabeth, hours of employment 
have been sharply cut. The govern- 
ment increased the tariff only when 
it became clear that the Japanese 
were moving into additional lines 
of footwear. 

A large supply of Japanese plastic 
shoes are in retail inventories, and 
it will take some time to clear them 
out. 
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SEMCO Pre- , 


men's shoes. Overall dimensions are 48" wide by 54" high. Finished 
in architectural bronze and the shelves in soft grey. 
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CLINIC... 242“c0nee 


Reg. U. S. Pat. Off. and Canada 
. growing in public acceptance each year, by leaps and 
bounds! Today, Juvenile makes three times as many pairs 
as in 1947! 

The reasons? Clinics and Lazy-Bones are good shoes . . . 
styled right, made right, priced right . . . pre-sold for good 
dealers by consistent, effective national advertising in mag- 
azines proved to have maximum pulling power! And once 
sold, Clinic and Lazy-Bones buyers are repeat customers! 

Moreover, we help our dealers sell . . . with display mate- 
rial and mat service. We “co-op” liberally on their news- 
paper advertising. 








Yes, it’s good to be a Juvenile dealer! Because . . . 
to sell the shoes 
people are sold on! 


LALY GOMES 
CLINIC | are pre-sold for you! 


SHOES 
for Young Women, in White 


are pre-sold for you in 
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See us at the Shoe Market of America 
ST. LOUIS * MAY 1-4, 1960 
THE JUVENILE SHOE CORPORATION OF AMERICA 
PRINTED IN U.S.A. 26260 AURORA, MISSOURI 


National ads are pre-selling 4,000,000 shoe buyers... za 





NEW...for you...ready NOW! 








Reg. U. S. Pot. Of. and Conode 


SHOE 
jer Young Woman, in White 


1,064,000 copies of Glamour, American Journal of Nursing and RN carry the Clinic message to women...including over 
95% of America’s registered nurses! All women in uniform want “the shoes nurses wear"... CLINICS! 
And how Clinic dealers cash in! 
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LALY-BONEL 


Reg. U.S. Pat. on. and Canada 


Preview for Fal] 


-.. fresh from our designers ’ 
drawing boards, four fashions for 
the Lazy-Bones Fall-Winter line, to be 
featured in Parents’ Magazine and 
Modern Romances, trusted buying 
Suides in 3,000,000 homes, Lazy-Bones 
Dealers who advertise get 
these pre-sold Customers, 


And Juvenile helps! 


E IC 7 , 1S. 





CONTINUOUS GROWTH is your assurance... 


... that it’s good business to sell Clinics and Lazy-Bones! Their sales 





have grown and will grow because they’re good shoes . . . sold by sound, reliable 
dealers who are smart, progressive merchandisers. 
We pledge our dealers continuing adherence to the high standards of quality, 
style, fit, wear and value responsible for their (and our) success. As evidence 
we point with pride to the Clinic and Lazy-Bones lines we 


present for Fali and Winter. 


See us...and them... at the SHOE MARKET OF AMERICA » St. Louis, May 1-4 
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Shoe Market of America Exhibitors 


SHERATON JEFFERSON HOTEL 


Air Step Div., Brown Shoe Co., 
Gold Room 

Albertina Shoes, Inc. 

Baris Shoe Co. |. 

Boot-Ster Mfg. Co. . 

Boyd-Jones Shoe Co. Ivory Room 

Bressan Export-Import Co. . 337 

Brown Shoe Co. .. .Gold Room 

Buster Brown Div., Brown 

Shoe Co. ..Gold Room 

Capitol Div., Brown Shoe Co., 

Gold Room 
650-652 
639-641 

. 450-452 

, 817 
539-541 
446-448 
321 
424-426-428 
336 

Frankel, Harry, Organization 350-352 

Freeman Shoe Corp. ... South Room 

Gaffin, Seth, Shoes, Inc. 416-418 

Gamins, Inc. Re 5 

Geller, Andrew, Inc. 331 

Gustinettes, Inc. ..912-512B-514 

Hamilton Shoe Co. Ivory Room 

Home & Abroad Shoe Co., 

310-312-312B-314 

Jacqueline Div., Wohl Shoe Co.., 

East Room 
339-341 


.412-412B-414 
. 319 


Caprini Shoe Corp. 
Creative Shoes, Ltd. 
Desco Shoe Corp. 

Diane Footwear, Inc. 
Dickerson, Walker T., Co. 
Dior, Christian, Shoes 
Easy Walker Shoe Co. 
Fern Shoe Co. 
Footwear News 


Jay Shoe Mfg. Co. 
Johansen Bros. Shoe Co.., 
Crystal Room 
Johnson, Stephens & Shinkle 
Shoe Co... Pvt. Din. Room 1-2-3-4-5 
Jonesboro Shoe Co. OL? 
Kimel Shoe Co. 44] 
Knomark, Inc. Mezzanine Booth 
Life Stride-Westport Div., 
Brown Shoe Co. 
Lois Shoe Co. 
Lucky Stride Shoes, Inc., 
433-435-437-443 
Manistee Slippers, Inc. 343 
332 


Gold Room 
oe) 


Mod’8 of France 

Mound City Div., Brown Shoe Co., 
Gold Room 

Naturalizer Div., Brown Shoe Co.. 
Gold Room 

Natural Poise Div., Wohl Shoe Co.. 

North Room 

612-612B-614. 


Newbury Shoe Corp. 
New York Shoe Trading Co.. 417-419 
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Oberman, M. A., & Sons Co., 
Mezzanine Booth 
Panorama Shoe Co.. .522-524-526-528 
Presberg, N. S., Co.. 359 
Propr-Bilt Div., Brown Shoe Co., 
Gold Room 
Rex Shoe Co. 450-452 
Risque Div., Brown Shoe Co., 
Gold Room 
Robin Hood Div., Brown Shoe Co., 
Gold Room 
Roblee Div., Brown Shoe Co.., 
Gold Room 
Sandler, A., Co. 622-624-626 
Saval, Ted, Inc. .. 324-326-328 
Sentinel Div., International 
Shoe Co. . 550-552 
Smartaire Div., Brown Shoe Co., 
Gold Room 
Sun-Cal Footwear, Inc. 348 
Town & Country Shoes, Inc., 
Pvt. Dn. Rm. 6 
United Men’s Div.. Brown Shoe Co.. 
Gold Room 
Vitality Shoe Co. Pvt. Dn. Rm. 7 
Wolff Shoe Mfg. Co.. Pvt. Dn. Rm. 8-9 


STATLER HILTON HOTEL 


Accent Shoe Co. 
Acme Boot Co., Inc. 
Air Tred Shoes Corp. 
Alden, C. H., Shoe Co. 
Allure Shoe Corp. 
Altman Bros. Shoe Mfg. Co. 
Beacon Shoe Co. 
Berk, Sid, Inc. 
Bing Bow Co. 
Brauer Bros. Shoe Co. 
312-314-316-318 
422-424, 
446 
125 
302-304-306 
412 
636 
402 
544 
540-542 
426 


206 
227 
554. 
652 
440-442 
506 
224 
430-432 
324 


Brevitt-American Corp. 
Brogan Footwear Inc. 
Cameron Co. 
Carmo Shoe Mfg. Co. 
Caswell Shoes, Inc. 
Clapp, Edwin, and Son, Inc. 
Clark Shoe Co. 
Clover Leaf Novelty Co. 
Cobblers, Inc. 
Cohen, M. and Sons Shoes Co. 
Commonwealth Shoe and Leather 
Co. 225 
Connolly Shoe Co. 626 
Corbin, B. A. and Son Co. 512 
Culver Mfg. Co. 628 
Deevers Shoe Co. 118 
DiPorto Shoe Co. 215 


516-518-520 
634 
552 
218 
526 
638 
323 


Easton Shoe Co. 

Edwards Shoes, Inc. 

Flechbilt Leather Products 

Florsheim Shoe Co. 

Foley, Joe, Sales 

Fortune Shoe Co. 

Fraser Shoe Co. 

Friedman-Shelby Shoe Co. 

Cleveland Room 

Georgia Shoe Mfg. Co. 508-510 

Glen Bags, Inc. . 622 

Gordon, Reuben, Shoe Co. . . 127-128 

Great Northern Div., International 

Shoe Co. 

Green, Daniel, Co. 

Handler Shoe Co. 

Hannahsons Shoe Co. 

Herbst Shoe Mfg. Co. 

Heydays Shoes, Inc. 

Hoy Shoe Co. 

Huiskamp Bros. Co. 

Ideal Shoe Mfg. Co. 

Johnston & Murphy Shoe Co. 

Juvenile Shoe Corp. of America 
Washington & Los Angeles Rooms 

Kalmon Shoe Mfg. Co. 201-203 

Keith, George E., Co. 217 

Lassie Footwear, Inc. 452 

Little Falls Felt Shoe Co. A04 

Lown Shoes, Inc. 416-418-420 

534-536 

448-450 
320 


216 
408-410 
524. 
325 
624 
202 
220 
226 
326 
602 


Lujan, Inc. 
Maranne Shoe Co. 
Marpat Shoes, Inc. 
Miami Footwear Corp. 630-632 
Middletown Footwear, Inc. 444 
120-122-124 
654 
126 
428 
656 
514 
414 
322 
648-650 
616-618-620 
New York Room 
612-614 
303 


528 


Midwest Footwear, Inc. 
Modern Shoe Co. 
Moran Shoe Co. 
Musi Corp. 
Nettleton, A. E., Co. 
Northeast Shoe Co. 
Old Town Shoe Co. 
Omega Shoe Co. 
Oomphies, Inc. 
Palizzio, Inc. 
Pennant Shoe Co. 
Penobscot Shoe Co. 
Peters Shoe Co. 
Pfeiffer’s, Inc. 
Reich, Nicholas, Coordinating 
Handbags 622 
Ripon Knitting Works 922 
Riverside Shoe Co. 327-328 
Roberts, Johnson & Rand Shoe 
Co. 208 


(CONTINUED ON PAGE 68) 
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St. Louis Flies a New Banner 

(CONTINUED FROM PAGE 45) 
ard B. Schlesinger, Carson Pirie Scott, Chicago, IIl.; 
and Jerry Satterlie, Display Director, Stix Baer & 
Fuller, Westroads, St. Louis, Mo. 

On Monday night one workshop will deal with ‘“Cap- 
turing America’s Biggest Market—Children and Teen- 
agers” and will have these retailers on the panel: 
Ernest Marx, Pam’s Shoes, Clayton, Mo.; “Chuck” 
McCoy, Marshall Field & Company, Chicago, III; 
Andrew Smith, San Diego Shoe Corporation, San Diego, 
Calif.; and Robert Felsted, Macy’s, Kansas City, Mo. 

The second Monday night discussion, titled “How 
Can the Independent Compete Successfully with the 
Chains?” will have for its panelists Gene Glenn, Gene 
Glenn Shoes, Columbia, Mo.; James Orr, Potter’s Cin- 
cinnati, O.; John Morgan, John Morgan Associates, 
Parkersburg, W. Va.; and L. E. Tuffly, Krupp & Tuffly, 
Houston, Tex. 

Completing the educational forums which will high- 
light this year’s SMA in St. Louis will be a discussion, 
“Multiply Profits, Not Just Stores.” Five panelists will 
take part: James Kelley, International Shoe Co.’s Retail 
Div., St. Louis, Mo.; J. Richard Johnson, Brown Shoe 
Company, St. Louis, Mo.; Allen Yeary, Taggart’s Shoes, 
Portsmouth, Ohio; Jack Ragan, Hunt’s Department 
Store, Fort Smith, Ark.; and Norman Holmes, Brown’s 
Shoefit Stores, Shenandoah, Iowa. 

Show Chairman Charles Arend wants to stress the 
fact that all of these SMA workshops will be conducted 
by and for retailers. The discussions should help re- 


tailers obtain first-hand knowledge from other retailers 
who have been confronted with the same challenges. 
The free and easy exchange of ideas will be mutually 
beneficial to everyone attending the forums. 

As is traditional, a giant banquet will be held on 
Tuesday, May 3, in the Khorassan Room of Hotel Chase. 
Top stars will be on hand for entertainment. Last 
year’s dinner attendance of 2000 made it the city’s larg- 
est banquet to date. 

The entertainment committee in charge of planning 
the banquet and special feature attractions is headed 
by William Kaplan, Carmo Shoe Manufacturing Com- 
pany, with co-chairman Roy Sundling, Brauer Broth- 
ers Shoe Company. Committee members include: Leo B. 
Hollander, Midwest Footwear, Inc.; Beatrice Beste, 
Hamilton Shoe Company; Muriel Braeutigam, Brown 
Shoe Company; Arthur D. Bickel, Accent Shoe Com- 
pany; Betty Mason, Panorama Shoe Company; William 
F. Barber, Air Step division, Brown Shoe Company; 
J. G. Samuels, Jr., Samuels Shoe Company; and Phil 
Rush, Johnson-Stephens & Shinkle Shoe Company. 

From all indications, the May 1-4 SMA just ahead 
may prove in many respects to be the biggest fall show- 
ing that St. Louis has ever staged. Planning com- 
mittees are completing the myriad details which heavy 
advance registration has made necessary. Mr. Arend 
observes that “on the average, manufacturers are ask- 
ing for about 25 per cent more space than they utilized 
in 1959. This is a clear indication of the number of 
buyers expected in St. Louis in May.” 


The housing committee, which handles accommoda- 
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SHOES FOR BOYS 
Budget Priced Ketatlers 
$395 1 $595 


EXCEPT BOOTS 


4180—Brown “Blizzard” 
leather combat type boot, 
heavy non-slip rubber 
soles. B, D- 10-4 


2887 — Black, scuff tip & foxing, 
unlined quarter, red Biltrite soles, 
B,C, D-5%-8, 8%-4 


Pam 4887—Brown, same as #2887 


4835 — Brown “ Resitan”’ 
shoe, natural crepe rubber 
soles, C, D- 10-4 


2187—Black ‘‘Resitan"’ 
boot, Biltrite soles. 
B-D-10-4 
4187—Brown, same as 


2857—Black, B. F. Goodrich soles 
B,C, D-8%-4 
5857—Dark Oak, same as #2857 


STEP MASTER SHOES INC., GREENUP, ILL. 


Boot and Shoe Recorder 





tions for exhibitors and visitors, is headed by Fred J. 
Weber, Weber Shoe Company, with Harold Deevers, 
Deevers Shoe Company, his co-chairman. Also serving 
on this committee are Harry Bennigson, Hamilton Shoe 
Company; Joseph Goldstein, Kalmon Shoe Manufactur- 
ing Company; Bert L. Bishop, diPorto Shoe Company ; 
Walter J. Johnson, Brown Shoe Company; J. Roger 
Johansen, Johansen Brothers Shoe Company; Virgil 
Hartman, International Shoe Company; and Joseph A. 
McCaffrey, Vaisey-Bristol Shoe Company. 

While shoemen are in St. Louis they will have the 
opportunity to see, study and appraise all of the fall 
shoe fashions, and evaluate the trends slated to be big 
news ahead. Cooperating in this is the Shoe Fashion 
Board of St. Louis, a group of shoe women alert to the 
trend picture. 

The Board has prepared a forecast booklet which 
will be distributed at registration desks and in display 
rooms of firms holding St. Louis Shoe Manufacturers 
Association membership. The digest pamphlet will 
describe and picture fall fashion news about silhouettes, 
lasts, leathers, heels, colors and treatments. All cate- 
gories of shoes are included, with a special section on 
the teenage group. The Board hopes that every re- 
tailer will take a copy back to his store or department | 
for reference later in the buying season. 


The Shoe Fashion Board of St. Louis acts under the | 


chairmanship of Jaclyn Meyer, with these members: 
Geraldine Epp Smith, BOOT AND SHOE RECORDER; Bea- 
trice Beste, Hamilton Shoe Company; Muriel Braeuti- 
gam, Brown Shoe Company; Betty Mason, Panorama 

(CONTINUED ON FOLLOWING PAGE) 
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MANY OTHER 
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SHOES FOR BOYS AND GIRLS 


ROOM 310 
HOTEL STATLER 


during the 


St. Louis Shoe Show 
ALSO 


af Renional Shows across the courtry 
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NEW ..and these are just a few 


== 


SHOES FOR SUB-TEENS 


2830—Smooth black, 


2523—Black Nylon alner SOS) gg 


velvet, patent over- 
lay, pearl ornaments  4830—Brown, same _ 
B, C, D-8%-12, 


2556—Black patent, large 
Faille bow, pearl trim. 
2512~—Black patent, B, C, D- 8%-12; 
bow with pearl A, B, C-12%-4 
button B, C, D- 
8%-12, 12%-4 


2534—Black patent, 
plastic bow, pear! 
ornament 

a Cc, 4 ® 8% -12; 


tom 4 


2545—Black patent, 
pleett bow, silvered trim. 
B,C, Y,-12; 


A; B, C- 124-4 


ad try Black Pygmalion, 
5%-8; C, D- 4-8; 
8, e D-8%-12, 12%-4 


8547— Red, same 
as #2547 


2632—Black, Bonwelt Neolite 
s G D-8%-12; 


soles. 
B, C-12%-4 
4632--Brown, same 
as #2632 
8632—Red, same 
as #2632 


7692—Dark grey Nylon suede, 
Bonwelt black crepe soles 
and midsoles, 
B, -8%-4 
8692—Red same 
as #7692 ~« 
2666—Black & white, 
Bonwelt, 12-iron Avon 
embossed soles, 
B,C, D-8%-12; 
A, B,C, D-12%-4 


1667—All black, Bonwelt 
12-iron Avon embossed 
soles, B,C, D-5%-8; 


$395 10 $595 


STEP MASTER SHOES 


INC., GREENUP, ILL. 
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Shoe Company, and Patricia Wheelless, Johnson- 


Stephens & Shinkle Shoe Company. 

“With St. Louis’ reputation as the brand name center 
of the shoe world, it is only logical that concentration 
in the SMA continues to be on branded shoes,” Arthur 
Gale indicates. “A wealth of famous names comes out 
of St. Louis—and to this a large number of non-local 
producers are displaying their brands this year. Re- 
tailers will be able to focus their looking on the field 
which means profits and progress to them—branded 
shoes.” 

He goes on to remind shoemen that a Buyer’s Guide 
and Directory will be distributed at all registration 
desks. A roster of exhibitors by hotels is included, to 
help out-of-towners visit as many of the display rooms 
as is conveniently possible. 

H. F. Bertram, International Shoe Company, heads 
the directory committee, with John Knop, Brauer 
Brothers Shoe Company, as co-chairman. Working with 
them on getting out the Buyer’s Guide and Directory 
are: Charles Mueller, International Shoe Company; 
Ross Bachle, Endicott-Johnson; Edgar Stolle, Hamilton 
Shoe Company; K. E. Williams, Kalmon Shoe Manu- 
facturing Company; Don E. Short, International Shoe 
Company; Edward Haushalter, Brown Shoe Company; 
and Fred Raisch, Wolff Shoe Manufacturing Company. 

All publicity for getting the 1960 SMA show on the 
road has been under the direction of a committee with 
Ray Bennigson, Hamilton Shoe Company, chairman, 
and James S. Legg, Heydays Shoes, Inc., co-chairman. 
These members complete the publicity committee: W.Ted 
Shaw, Brauer Brothers Shoe Company ; R. T. Clinging- 


smith, Step Master Shoes, Inc.; J. B. Ruebel, Trimfoot 
Company; Albert Shank, Wohl Shoe Company; Richard 
Schulz, Peters Shoe Company; and Patricia Wheelless, 
Johnson-Stephens & Shinkle Shoe Company. 

In making plans for the 1960 Shoe Market of America 
in St. Louis, it has been the aim of the general show 
committee to make the event as worthwhile and as 
enjoyable as possible for all who attend. The general 
show committee is comprised of Charles Arend, Juvenile 
Shoe Corporation of America, chairman; Raymond 
Kohn, Wolff Shoe Manufacturing Company, co-chair- 
man; and the chairman and co-chairmen of the hous- 
ing, publicity and entertainment committees. 

All of them, and the many behind-the-scenes workers, 
band together in saying “Welcome to St. Louis—and its 
newly-flying SMA banners!” 


When the old-fashioned native of Japan is interested 
in buying native-made traditional footwear, he asks for 
“kobo-kobo” instead of shoes, and the reason why makes 
sense: It seems that this footgear is a common wooden 
clog, and the sound made by the wearer is more like 
the words “kobo-kobo” than anything else. 

Traditionally, also, this particularly odd noise is just 
as important to the purchaser as the fit of the clogs: 
It must be the same for the right foot as for the left, 
for different sounds would displease the ear. 

It is also the custom for the clog-wearing Japanese 
to be distinguished by the sound that is made while 
walking. For each person makes a slightly different 
“kobo-kobo” sound, since each person has a slightly 
different type of step. 





outgrown oie 
rarely outworn! 


The barefoot fee! 
sun-worshippers love! 


The original Cushioned INSOLE 
sandals, with a reputation for 
longer-wear built-into-every-pair. Heavy- 
grade cowhide straps. Chrome 

soles. Adjustable vamp 

for proper fit, and 

extra ‘ ‘mileage”’ 


Series No. 710 
Sizes 3-8. 9-12, 13-3 


Brown, White, Red, Tan 





PROMOTION BEST-SELLER 


= 
Series No. 


880 
Sizes 5-8, 9-12, 13-3 
Brown, White, Red 


HOY SHOE CO. 


With Hoy-way molded sole for flexible 
comfort. Priced for volume sales. 


1128 LOCUST ST., ST. LOUIS 1, MO. 





Inquiries 
Invited 
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SINTON MEZZ., CINCINNATI, O. 








1960 
Directory of 
Shoe Manufacturers 


57th ANNUAL EDITION 


Flexible Leather Binding, Fits Vest Pocket (234x5% 
Many More Changes Than Ever Before 


$2. 00 POST 


PAID 
ORDER TODAY 
AMERICAN SHOEMAKING 
683 ATLANTIC AVENUE 
Tel. Liberty 2-0190-0520 BOSTON 11, MASS. 
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SMA - Shoe Market of America « St. Louis May 1-4 


NEW HITS FOR A TOP-SELLING SEASON 


Be sure to see the lines designed to set records in Fall 1960. 
Proven patterns styled to the tempo of the moment 
/\, guarantee fast turnover... top sales. 


SAINT LOUIS SHOE SHOW 
MAY 1-4 


All Lines Shown at the [sme | 


Tober-Saifer Sample Rooms 


« 
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a pms 
FERSON z e 
otf ; 
*Special Showing, HOTEL AROUND THE “ORNY 
12th St 


“Boston Room”, Hotel Stater 


TOBER-SAIFER SHOE MANUFACTURING CO. INC. & 
1204-06 Washington Ave. + St. Louis 3, Mo. \ 


\ 
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Fine Detailing: 
Footnote to Fall 


(CONTINUED FROM PAGE 49) 
come a period of little change. The 
only real change for fall seems to be 
in the addition of some triple needle 
toes and, here and there, some even 
sharper toes. We do have some tiny 
snipped-off square tips and some 
squared-off extension soles with 
rounded toes in the shoes. These last 
are, of course, strictly in tailored 
walking shoes. 

Heels have not changed, especially 
for the high hee] dressy shoe. They 
seem to be just as high and thin as 
ever. The only change is the addition 
of some lower slim heels in more 
formal daytime shoes. The change is 
coming in very gradually, however. 


The Closed Silhouette Remains 

The expected increase of opened- 
up shoes is naturally not very notice- 
able in daytime styles for fall and 
winter. Only when we begin to see 
Southern Resort lines shall we be 
able to judge how strong this trend 
is becoming. There are little ways 
in which the silhouettes have been 
opened up, however. The open shank 
d’Orsay appears once on these pages. 
One pump has a partially opened 
throat held together with a vinyl 
plastic insert. Perhaps these are 
straws in the wind but we think that 
it will take a warm wind to bring out 
the opened-up silhouettes again. One 
high style trend should be noted in 
shoe outlines—the revival in a few 
lines of a shell throat line. 


Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 30) 
X-ray shoe-fitting machines 

Many state and local laws govern- 
ing the use of X-ray equipment are 
too lax, the participants in the safety 
conference were told. Stricter regu- 
lation of X-ray devices is needed, 
both to protect customers and work- 
ers. 

State and local governments should 
take steps to limit the amount of 
exposure to X-rays, the conference 
heard. All unnecessary exposures 
should be avoided. Necessary ex- 
posures should be strictly and care- 
fully regulated. 

There are no federal laws govern- 
ing the use of X-ray equipment. It is 
entirely a matter for local regulation. 
Many cities and towns have banned 
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X-ray shoe-fitting machines unless 
operated by a registered technician. 
But the machines are still permitted 
in some areas. 

e 

The government is investigating 
to see if French shoeboard is being 
dumped (sold at less than fair value) 
in this country. 

Customs agents of the Treasury 
Department are conducting the in- 
vestigation. 

If it is found that shoeboard from 
France is being dumped in the U. S., 
the case will be referred to the U. S. 
Tariff Commission for action. 

The U. S. antidumping law requires 
the Tariff Commission to investigate 
sales of any imported articles that 
are sold here at less than fair value. 
Both dumping price and injury must 
be shown in order to justify a find- 
ing of dumping under the law. 

a 

Shippers of footwear are asking 
the Interstate Commerce Commis- 
sion to cancel a recent rate reduction. 
The ICC on Feb. 5 ordered suspended 
until Sept. 6 reduced Railway Ex- 
press rates on bulk shipments of ap- 
parel and related items. The cut 
rates would apply to shipments of 
300 pounds or more moving from one 
shipper to another in bulk lots. 


Exhibitors: Shoe 
Market of America 
(CONTINUED FROM PAGE 63) 
Schwartz & Benjamin, Inc. 530-532 
Selva & Sons, Inc. 434. 
Selwyn Shoe Mfg. Co. _ Boston Room 
Sobel, Bernstein & Greene Co. 640-642 
Soft Pedals by Queen Quality 
Div., International Shoe Co. 
Stacy-Adams Co. 
Step Master Shoes, Inc. 
Stetson Shoe Co. 


Swan Shoe Co. 


204. 
604. 
310 
502 
228 
644-646 
223 
214. 
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Sydney Accessories, Inc. 
Taylor, E. E., 
Trimfoot Co. 


Tru-Stitch Moccasin Corp. 


Corp. 


Tweedie Footwear Corp. 
101 & Dallas Room 
Vaisey-Bristol Shoe Co. 315-317 
Valentine Shoe Co. 222 
Vassar Import Bag Co. 301 
Verde Shoe Co. 406 
Viner Bros., Inc. 546-548-550 
Vita-Poise Div., International 
Shoe Co. Detroit Room 
Weber Shoe Co. 210-212 


Wellco Shoe Corp. be 504 
Winthrop Shoe Co. .. . . Buffalo Room 
Wolverine Shoe & Tanning Corp. 606 
Wright, E. T., & Co., Inc. . . 608-610 
Yankee Shoemakers 436-438 


LENNOX HOTEL 


Deb Shoe Co. 
Valley Shoe Corp. 
Fountain, Lawn & Forest Rooms 


PARK PLAZA HOTEL 


Capezio, Inc. 
Samuels Shoe Co. 


MERCHANDISE MART BUILDING 


Craddock-Terry Shoe Corp. 
Dunn & McCarthy, Inc. 

Easy Goer Shoe Co. 

Escort Bags, Inc. 
Gerberich-Payne Shoe Co. 
Glendale Shoe Co. 

Lo-Sarge Footwear, Inc. 
Metropolitan Shoemakers, Inc. 
Monica Footwear 

Pan American Modes, Inc. 
Salvage, Louis H., Shoe Co. 
Sarita, Inc. 

Sheldon Handbags of Distinction 
Stylecraft Bag Mfg. Co. 
Vogue Shoe, Inc. 

White, Ed. Junior Shoe Co. 


Garden Room 


Never Underestimate the 


Importance of a Teenager 


(CONTINUED FROM PAGE 51) 
lars, hand-type stitching, perfs, 
buckled straps across tongues and 
trim touches of brass or gold-colored 
findings. Ties, real and fake, domi- 
nate collections, with one to five eye- 
let oxfords expected to repeat their 
success story of fall ’59. Boots and 
bootie effects also rate a fashion en- 
core. 

For party flats and dressy heels, 
the detailing has a prettier look. 
Some bow effects, yes; but dress- 
maker touches are newer, more de- 
sirable. Watch for draped and 
shirred effects, eyelet cutouts, scal- 
loped appliqués and diamond or oval 
shaped underlays. Luster leathers 
are widely used to execute some of 
these treatments. 

At the Shoe Market of America 
show in St. Louis next month, you 
will see how rapidly the nation’s 
manufacturers are expanding their 
style offerings for teenagers. And 
while the selections may seem over- 
whelming in number, each style has 
a reason for being. 
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" "You mean to tell me 
nYoMe}ialcvamaalltelacia Memes alot: 


tint has all the features 
ai of Pro-tek-tiv’ ?” 


“Yes ma’am, that’s exactly what we mean! For over a quarter 
century, Pro-tek-tiv has made sure that all the important structural features 
are built right into every Pro-tek-tiv shoe. And, as you can see, each one 

of these features makes sense to parents . . . and helps assure a proper fit.” 


With many other important features like these to talk about, dealers find that 
Pro-tek-tiv sales come easy . . . even for the most inexperienced salesmen. 


Parents quickly realize they’re getting something extra for 
their money . . . extra quality and extra features in Pro-tek-tiv— 
the finest in children’s shoes. 


Pro-tek-tiv quality is always in style, too—right up-to-date 
with all the modern touches and appeals. :@ 


For full information about the Pro-tek-tiv Line, or details IS 


. P ° Nn, ‘a 
about a Pro-tek-tiv Franchise, write: men, 


Pro-tek:Tiv’ 


CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 





THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. - SALES FOR DEALERS 


ONLY 
Pro-tek-tiv’ 
HAS THEM ALL! 
=, 
SS ae 
Iie ‘by 


BUILT-IN HEEL WEDGE 
. to help keep ankles from 
turning in. 


Saw Hl PS 

‘ae 

(Vey 
a 


EXTRA HEEL FITTING AID 
. . « to help hold the heel in 
normal position. 


LOWER OUTSIDE QUARTERS 
. .. No gap at the sides—no 
slip at the heel. 


RIGHT AND LEFT HEELS 
... help give added support to 
inner side of foot. 


DIFFERENT ARCH-HEEL HEIGHTS 
. changed twice in each size 
range. 


BREAK-IN DIMPLES 
. . » provide natural rest for 
the foot. 


FREQUENT LAST CHANGES 
. . » twice in each size range. 
Other brands change only once. 





Book Review: 


The Shoe Business: A Way of Life 


A STUDY OF COMPETITION 
AND MANAGEMENT IN THE 
SHOE MANUFACTURING INDUS- 
TRY. By Dr. Harry L. Hansen. 230 
pp. New York: National Shoe Man- 
ufacturers Association, Inc. 


F a more popular title had been 
used for this book, it might have 
been “How The Shoe Industry 

Goes To Market.” Essentially, this 
excellent book is an analysis of the 
marketing, selling and merchandis- 
ing of shoes, backed by an inside 
look at the traditional makeup of 
the industry and some of its strange 
ways of operation. 

The author, Professor of Business 
Administration, Harvard Graduate 
Schoo] of Business Administration, 
was commissioned by the National 
Shoe Manufacturers Association to 
conduct an analytical study of the 
shoe industry. This book is an out- 
growth of this major undertaking. 

The author, with a sound knowl- 
edge of general business practices, 
has presented a refreshingly objec- 
tive approach to this study, unbur- 
dened and untainted by any “daily 
upbringing” in the shoe business. He 
has thus been able to see and un- 
cover many things which experienced 
shoemen have lived with most of 
their lives, yet have never stopped 
to look at and see. 

Professor Hansen establishes the 
interesting premise that the shoe 
industry is “more a way of life than 
an economic sensibility.”” And this, 
incidentally and perhaps for the first 
time, explains why, in an average 
year, some one-third of all shoe man- 
ufacturing firms show no profit or 
lose money—and yet stay in busi- 
ness. The tantalizing speculation of 
non-profit enterprise as “a way of 
life’ may be the answer. 

This highly informative book is 
the first of its kind to approach the 
virginal area of shoe industry mar- 
keting. Fundamentally, what has 
emerged is an enlightening critical 
analysis of shoe industry manage- 
ment. This is the book’s pivotal base. 
Mr. Hansen declares in effect that 
the state of the shoe industry is es- 
sentially a state of management 
mind in the industry. And the up- 
heavals expected to occur in the in- 
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dustry in the 1960’s will be the con- 
sequence of corresponding upheavals 
in the “state of management mind.” 

The book opens with a facts-and- 
figures analysis of the industry’s 
physical makeup and characteristics: 
the number of companies, rates of 
growth, profit patterns, employment 
and wages, factories and production, 
leasing of machinery, concentration 
among the larger firms, trends in 
materials, types and constructions of 
shoes, shoe pricing structures, per 
capita consumption and spending for 
shoes, retail shoe outlets, the finan- 
cial structure of shoe manufacturing 
firms, etc. 

Despite the fact that, over the 
years, the shoe industry has poured 
out an abundance of statistics and 
statistical approaches to its makeup, 
Mr. Hansen, by cleverly cross-breed- 
ing a variety of old and new statis- 
tics, has introduced some fresh and 
enlightening facts-and-figures to give 
us a new insight into industry 
makeup. 

An excellent chapter concerns 
“Population Factors.” Again, a va- 
riety of fresh aspects is brought in. 
For example, the author links per- 
sonal or family income with popula- 
tion groups, and then with shoe pur- 
chases and consumption. Such fac- 
tors as population mobility, working 
women, racial factors, marriage age, 
and location of population—all re- 
lated to influence on shoes and shoe 
buying—are discussed with fresh 
insight. 

On the subject of Marketing Re- 
search the author really moves into 
high gear, for it is here that he 
feels some of the industry’s more 
serious shortcomings exist. He em- 
phasizes that it isn’t so much that 
the industry needs new data to work 
with, as it is a matter of utilizing 
the data it already has. An extremely 
valuable set of tables giving the pro- 
jection of retail shoe sales for men’s, 
boys’, women’s and misses’ footwear 
for the years 1960 and 1965, and 
covering some 200 standard metro- 
politan areas throughout the U. S., 
is provided. 

While Mr. Hansen points out that 
the industry does not spend enough 
on advertising, he’s more emphatic 
on the point that the industry falls 


short on the quality and the come-on 
appeals of its advertising. He goes 
to some length on the subject of co- 
operative advertising in shoe busi- 
ness, citing its values and demerits. 
One over-all conclusion on advertis- 
ing: shoe business should take a 
step back for a better look at what 
it’s doing and achieving with its 
advertising dollars. 

The author makes plain that one 
large area of soft underbelly in 
the industry is sales management. 
Summed up: in the shoe industry 
there is a lot of selling action but 
not enough real sales management. 
He objects to the free and loose hand 
given to road salesmen as virtual 
bosses over their territories and ac- 
counts. He decries the lack of mana- 
gerial direction with a positive hand 
from the front office. And he is op- 
posed to some of the methods of 
compensation of road salesmen as 
incentives for achieving goals for 
the company and the salesmen. 

What of the future for the shoe 
industry? As long-term “trends” he 
sees the following as some of the 
realistic possibilities: 

More mergers, particularly among 
the smaller shoe manufacturers. The 
need for medium and smaller sized 
producers to provide more services— 
financial, management, promotional, 
ete.—for retail accounts in order to 
hold these accounts against competi- 
tion from the larger firms. A con- 
tinuing reduction of shoe manufac- 
turing firms—reduced to some 600 
companies by 1965 (as against 900 
today). A rapid growth, out of com- 
petitive necessity, of marketing re- 
search. The decline of the family- 
owned company (except for smaller, 
fringe firms) as against the rise of 
larger firms employing managerial 
specialists. 

Mr. Hansen’s entire book, in fact, 
is a sort of specialized study of past 
and present practices and policies 
in the shoe industry, and a projec- 
tion of where, how and why impor- 
tant changes are rapidly coming 
about in these practices and policies. 
His reasons why are persuasive and 
logical. He states that ‘‘the industry 
is wasteful of its energies; intuition 
too often takes the place of fact- 
finding.” He concludes that the 
1950’s will be seen by history as a 
major turning point for the industry 
—the end of a period that was 
launched in 1900. 
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THE 
60'S 


The luxurious patina of 
cultured pearis 

a gentle, soft gloss 
rivalling the high-polish 
look, and imparting depth 
and beauty to a superb 
kid leather— 


BLACK 
SATIN 
KING 
KID 


William AMER Company... Fashion Office: 1270 Broadway, New York | 
PHILADELPHIA, PA. + ESTABLISHED 1832 CHARLINE OSGOOD, FASHION CO-ORDINATOR 
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The Designer Speaks... 


ALEXIS SMITH 


naturally love 

A COLOR green, yellow, 
bright blue . . . almost any shade 
will delight them. But to sell color 
in footwear it must be shown, says 
Alexis Smith, trend-setting de- 
signer of little girls’ shoes. 


frpenenogg just 


Unfortunately, as styles have be- 
come more diversified, some retailers 
have pulled back in their ordering 
of promotional colors to the point 
that fall-winter is primarily a black 
season, spring-summer, a white one. 


Because a children’s shoe opera- 


tion usually entails coverage of more 
than one hundred sizes and widths, 
it is understandable that retailers 
are reluctant to stock a wide range 
of colors in addition to a selection 
of styles. But fortunately, Alexis 
points out, there are new and dra- 
matic possibilities for offering more 
color with a minimum of investment. 
These are through the process of 
dyeing. 

Fabrics, of course, this designer 
says, but even more exciting, a new 
dyeable suede, Amalgamated’s “Tin- 
toretta,” that can literally be hand 


Dyeable suede collar, combined with dye- 
resistant leather, in pump on 6/8 heel for 
misses and 9/8 for teens. 





Freeman Adds New Quality Line, Steps Up Ad Budget 

BELOIT, WIS.—A new line of 
quality men’s shoes is being mar- 
keted by Freeman Shoe Corporation 


under the “Bootmaker Guild by 
Freeman” label. The shoes will retail 
for over $20 and many will include 
Freeman’s cradle heel feature. 

The line is intended to be pro- 
moted by direct mail and news- 
papers, the company said. 

Freeman also announced it has 
increased its advertising budget to 
an all-time high. Featured in Holi- 
day, Sports Illustrated, Esquire, 
Gentlemen’s Quarterly and Ebony 
magazines will be the company’s 
major color promotion of the season, 
Gold’n Spice. Also planned is a one- 
minute television commercial for 
Bahamas by Freeman, a feature 
style of the Town Squires casual 
line. 

A company spokesman said the 
firm’s four spring and summer pro- 
motional themes have produced “or- 
ders of record proportions for shoes 
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plus the advertising and display 
material.” 

Gold’n Spice, major color promo- 
tion, was developed in cooperation 
with tanners to coordinate the lead- 
ing men’s apparel colors of gold and 
olive. Explained Freeman’s spokes- 
man: “Basically a rich brown color, 
Gold’n Spice complements the ward- 
robe of the cost-conscious man as 
well as the wardrobe of the fashion- 
conscious man.” 

Black Ivy, a shade of green added 
to black, appeals to men interested 
in creating footwear wardrobes, the 
company says. 

Continentals are described as a 
fashion interpretation of the trim- 
mer, more sleek apparel lines ema- 
nating from the Continent. Breeze 
Ways, last of the themes, offer ven- 
tilated and mesh styling in the 
lighter Continental type of shoe. 


They are offered for wear from early 


spring through Indian summer. 


painted with a minimum of time, 
effort and expense. The range of 
colors in the specially-developed dye 
kits is quite comprehensive, yet only 
those hues not readily available in 
other leathers are included. After 
all, Alexis says, red velvet or patent, 
blue calf or suede, brown suede or 
copper patent, pastel pink smooth 
. . . these are materials that many 
retailers handle profitably year in 
and year out. Dyeable suede should 
be used, therefore, to offer fun- 
colors for extra-pair sales. This new 
dyeable suede is now available. 

Dyeable silk, on the other hand, 
fills a more basic need. It’s an in- 
stock item for the occasion shoe, one 
that must be closely matched to a 
very special dress bought for a 
graduation, wedding, music recital 
or some such event. The color dyeing 
range is of necessity all-inclusive. 

In creating new designs for sum- 
mer and early fall selling, Alexis is 
utilizing both dyeable suede and silk 
for all-over shoes. Simple treatments 
such as bows and cutouts supplement 
unadorned pumps and instep straps. 
More newsworthy, however, are com- 
bination patterns which team dye- 
able suede with black patent or other 
dye-resistant leathers. For these he 
advocates spat and spectator effects, 
side line treatments, and vamp ap- 
pliqués, underlays or cutouts. For 
school he foresees tie oxfords, ghil- 
lies and saddle treatments, with, 
perhaps, the dyeable suede being of- 
tered in school colors. 

By dyeing a selection of shoes for 
display the retailer can promote a 
strong color story by window and in- 
ter-departmental displays. For to sell 
color, as Alexis said at the outset, 
the customers must see color. 


Black patent leather pump with matching 
nailheads, vamp panels of dyeable suede, 
6/8 heel. In misses’ and teens’ sizes. 
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Adding Baby Shoe Department 


Increases Sales for Older Children 


PANAMA CITY, FLORIDA — Adding a complete 
baby shoe department has had some unusual results at 
the Quality Shoe Store operated by J. K. Blue, here. 

Anxious to be of as much service as possible to his 
customers, Mr. Blue “thought it was silly for mothers 
shopping in the store to have to go elsewhere for the 
baby’s footwear.” The store already had an exception- 
ally well-balanced children’s shoe department with a 
tremendous size range, all of which added up to a 
thorough attraction for “family customers” of the type 
who bring in all the children at the same time. 

Consequently, the front display case, immediately 
inside the entrance, was set aside for baby shoes, offer- 
ing a complete choice of soft-sole and hard-sole shoes 
in two top nationally-advertised lines. 

With the new “department” in place, the Quality 
Shoe Store could begin advertising ‘‘men’s sizes from 
0 to 14.” Mr. Blue, who trims all of his own display 
windows, including one giant window more than 15 
feet long, burned the midnight oil to come up with 
attractive window ideas designed to acquaint this sec- 
tion of northern Florida with the fact that Quality 
was carrying baby shoes too. He finally settled on win- 
some baby portraits as the ideal “prop” for such win- 
dows, and has stuck to the same theme ever since. 

Probably the most unusual reaction which has devel- 
oped from rounding out the inventory with baby shoes 
has been the large number of fathers who have become 
customers. There are a lot of doting fathers who come 
in with their wives, and who have very little to do while 
the wife is being outfitted with new shoes. These men 
make a bee line for the front display case and buy a 
pair or two that catch their fancy. “We expected that 
this department would attract women only” Mr. Blue 
admitted. “The paternal buying has been quite a sur- 
prise.” 

Addition of the baby shoe department had an immedi- 
ate effect on the children’s shoe department’s sales vol- 
ume as a whole. Mothers bringing in small babies often 
have two or three other children, and even though it 
might have been the infant’s shoe needs that brought 
them in, they take time to look over other styles for 
clder children, and kill two birds with one stone by 
buying footwear for all the youngsters at one visit. 


Shoes were so highly valued by the people who lived 
in Pennsylvania in 1720 that they actually passed a 
law about their manufacture. This stipulated that: 

1—‘“‘No person .. . using the mystery of the shoe- 
maker shall make or cause to be made any boots, shoes 
or slippers for sale but of leather well and sufficiently 
sewed with good thread well twisted and made and 
well waxed.” 

2—It was unlawful also to “mingle the overleather, 
that is to say part of the overleather being of neats 
leather and part of calves leather.” 

3—In addition, it was a crime for the maker to “put 
into any boots, shoes or slippers for sale, any leather 
made of sheepskin, bulls hide or horses hide,” and 

4—It was prohibited to use “any part of any hide 
from which the sole leather is cut, called the neck, 

(CONTINUED ON FOLLOWING PAGE) 
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THE TOUGHER HIS JOB 
THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 
of his foot is in the sole of his shoe. That’s why Vul- 
Cork soles are worth more to him. 


They’re important to his job, and his day’s 
comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of A@Gitras 


VUL:- CORK & @ 
VULCORK NEOPR 


So light, so flexible, so resilient,you can roll them up. . .right in the palm of your hand. 
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Get the 


LION'S SHARE 


Casual 
Shoe Sales 
with 
wonderful 


WEEJUNS*>by BASS 


*the pure classic, pure-fun footwear 
of unquestioned quality, 
unabashed comfort, that really rates 
with Her — as well as with Him! 


attention 


“e 


with 
WEEJUNS* 
by BASS 


Sleek . . . lithe . . . light as laughter: the 
pure classic, pure-fun footwear that excites 
cheers for comfort, praise for taste (be- 
cause he wears wonderful Weejuns, too!). 
In luscious leather — key to fashion. 


*T. M. Reg. G.H. BASS 4 CO., 114 MAIN ST., WILTON, MAINE 


Featured shoe: No. 324W 


l appear im 
GLAMOUR 
SEVENTEEN 


Pv etal 
Pvelal| 


Sales Come 
Naturally 
When You 
Carry 


Originators of Weejuns* 
*T. M. Reg. 


G. H. BASS & CO., Dept. BS-4, Wilton, Maine + 614 Marbridge Bidg., N. Y. 1, N.Y 
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shank, flange, powle, or cheek,” for fashioning the 
“upper leather of any shoes or slippers, or into the 
inner part of any boots.” 

Manufactured footwear which defied these specifica- 
tions was subject to forfeiture. In addition all shoes 
were specifically price-fixed. 

The maximum for “good, well made men’s shoes” 
was “six shillings and six pence,’ and women’s shoes 
could lawfully cost no more than “five shillings even.” 
Those of children were price-scaled down to a propor- 
tionately lower figure. 

However, even these prices were evidently high, be- 
cause it was the custom with Pennsylvanians of the 
1720’s to wear shoes on only very special occasions. 
They even walked barefoot to church on Sunday and 
carefully carried their precious footwear, which was 
put on only just before crossing the threshold of the 
building. 


Saturation Display Sells 
Hunting Boots 


PHOENIX, ARIZONA—A unique form of “satura- 
tion display” helps Kiamy’s, big downtown shoe store 
here, to sell a record volume of hunting boots each year. 

Joffre Kiamy, head of the store, surprised the sports- 
man public a few years ago when he began featuring 
hunting boots at $11. The low price, combined with a 
variety of top national brands, got excellent results 
during the hunting season itself. However, boot sales 
were comparatively slow at other times of the year. 

The ideal solution, developed on an experimental 
basis, has been “saturation display” through the entire 
year. Instead of simply building up mass displays of 
hunting boots as the hunting season approaches, 
Kiamy’s now uses “spot displays” of boots, scattered 
at as many as 25 different points through the store. A 
single pair of boots, for example, appears at the inter- 
section of two long rows of fitting chairs in the men’s 
department. Boots are also displayed perched on a wall 
shelf amid dress shoes, in all four corners of the de- 
partment, on a bracket along the stairway, and in each 
of the dozen display windows which run around two 
sides of the store. In each case, the boots are shown 
simply with a price tag reading “$11.” 

Through thus diversifying the boot display, sales 
began to increase at other periods of the year, until 
now hunting boots sell almost every day in Kiamy’s 
big downtown store, and at the new “prestige store” 
which has been built in the Town & Country Shopping 
Center in northeast Phoenix. 

Before starting out on his intensified hunting boot 
promotion, it was Mr. Kiamy’s idea that many men 
wear hunting boots for other purposes than hunting, 
particularly those engaged in outdoor occupations, who 
do not want the heavy construction of engineer’s boots 
or work shoes. This belief was thoroughly justified 
when the “spot displays’? combined with the $11 price 
began taking effect. 

An extra sales point which carries much weight in 
building repeat business on hunting boots has been 
the offer to register size, brand, and details about each 
pair of boots purchased, to simplify ordering a replace- 
ment pair in the future. 
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“FIRST AIDES” wusur coon’s 


NEW IN-STOCK LINE PROFESSIONAL SHOES 
DESIGNED BY NURSES FOR NURSES 


Reported to have many outstanding features 


Based on the famous-for-fit Wilbur 
Coon outflare lasts . . . pioneer of 
all basic comfort lasts and patterns 

. the new “FIRST AIDE” line 
offers the ultimate in orthopedic fit 
and comfort features at the price of 
an ordinary duty shoe! Made to 
wholesale at $5.60 to $7.25 — low- 
est price in Wilbur Coon history — 
this is a value possible only by cut- 
ting corners, not quality! 


Luxury “extras,” found only in foot- 
wear selling for dollars more, team 
up with such wanted exclusives as 
Venti-Mesh® “air-cooling” . . . to 
establish this new line as one of the 
most noteworthy innovations in duty 
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shoes today! Research among nurses 
indicates that while two out of three 
say they are willing to pay more for 
a shoe style featuring just the Venti- 
Mesh® alone, this new line offers 
four additional quality comfort fea- 
tures... AND... at the lowest 
price ever quoted on a Wilbur Coon! 


Compare the following extra selling 
advantages with those of any other 
duty shoe on the market, at any- 
where near the cost: Long Inside 
Counter (orthopedically designed 
for extra comfort); Venti-Mesh® 
(unique mesh insert that circulates 
air to keep feet cool, dry and pre- 
vent upper leather from cracking) ; 


Molded Leather “Cookie” and the 
“Anchor Eyelet” (extra eyelet for 
true, snug fit). 


Light foam insole and perforated 
vamp further contribute to unique 
walking ease, greater comfort — 
and greatly increased sales! Choice 
of six smart styles in soft, mellow 
leathers. White only. For further in- 
formation and/or free sales aids . . . 
write: 


WILBUR COON SHOES 
BATAVIA, N. Y. 

New York City Sales Office: 
929 Marbridge Bldg. 





Light heat for 





pian RIPPLE Sole 


Give them the “GO” they go for... RIPPLE® Sole. . . the exciting 
live-action sole that wings them along from campus to classes to 
corner drugstore! 

a If styled with excitement and promoted with imagination, teenage 

"a ecebe RIPPLE® Sole shoes will hit a surprising profit note for you . . . like 

snaring a whopping share of the $ $ $ $, NINE MILLION teenagers 
spend annually on shoes. 
Interested? 


*TM Ripple Sole Corp. 
For free Sales Aids, write: 
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Tie-in with RIPPLE® Sole’s 

BIG NATIONAL AD CAMPAIGN 
now in progress! 

Saturday Evening Post, Ladies’ Home Journal, 
Esquire, Parents’, Newsweek, 

Vogue, True, Holiday, sia 
Good Housekeeping, Argosy, y . A CLASSICAL GIRL 
Glamour/Charm, Seventeen Shoe Style 


BEEBE RUBBER COMPANY w asuua, n. u. 
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You 


JOSEPH FRIEDLANDER 


NE of Man’s distinguishing 

characteristics is the ability 

to engage in conscious self- 
improvement. Why should any re- 
tailer settle for less? Every retailer 
wants more business and more profit. 
Every one would like to get better 
turns, enjoy higher markups, suffer 
less from markdowns, pay out less 
for expenses, have what the custom- 
ers want when they walk in, and do 
it all with less work. In short, every- 
one wants to sample the heavenly 
life right here on earth. 

But not everyone wants to do 
something about it. Many of us carry 
the heavenly wish to its logical con- 
clusion: we would like these good 
things to fall softly into our laps. 
At most we would like to invest one 
burst of effort in some magic ma- 
neuver which would work like sliding 
down a rainbow into a pot of gold. 

If we cannot have it our way, we 
prefer to exercise our constitutional 
right to gripe: about cut-price com- 
petition; about new shopping cen- 
ters; about styles that change too 
swiftly and customers who don’t 
know what they want: about bad 
deliveries, bad weather, bad sales- 
people or just bad luck in general. 

Usually the gripe sprouts from a 
kernel of truth. But that does not 
make it any less a poisonous weed. 
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an Do better.... 


On the following pages you will find forms for Boot AND 


SHOE Recorper’s Survey of 1959 Turnover, Expenses, 


Markup and Profit Results. You owe it to yourself to fill 


in your operating figures carefully and return the forms 


to the Recorver’s analysts. When the results are pub- 


lished, you owe it to yourself to use the results and in- 


terpretations for the improvement of your own business. 


Sometimes the troubles are so real 
and so heavy that the smartest and 
most willing cannot fight their way 
out. Very few have such troubles. 

All the rest are blessed with many 
ways out. Better yet, and from a 
more positive view, they have at 
their disposal not just ways of get- 
ting out or keeping out of trouble, 
but of growing and prospering. 

Unfortunately these ways require 
some effort. They require the gaining 
and application of knowledge. To the 
extent that it can supply knowledge, 
the RECORDER has dedicated itself. 
The TEMP Survey is one example 
of that dedication. It is costly to 
gather and analyze the information. 
It is costly to provide the educational 
material for showing ways to utilize 
that knowledge. The RECORDER counts 
its reward only in terms of reader 
participation by contributing and 
using the material. 

It is noteworthy that in the past 
our best and greatest number of re- 
turns have come from the bigger 
and apparently better operated es- 
tablishments. They have also shown 
the greatest interest in the use of 
the results. Those who need it most 
are evidently most reluctant both to 
participate and to benefit. Can it be 
that “those who have get more” 
chiefly because they seek more dil- 
ligently ? 

One of the bright spots of last 
year’s survey was the substantially 
increased proportion of reports from 
smaller stores. Apparently many 
were “from Missouri” and, having 
been shown, responded most encour- 
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agingly. This year they should be 
represented in even greater numbers, 
and with better reports because of 
the educational material which has 
been furnished through the year. 

All too often the smaller retailer 
excuses himself by arguing that “the 
bigger fellows have the help and time 
for this sort of thing.” They could 
not be further from the truth. The 
biggest organizations, employing 
great numbers of people, are always 
“busy,” their executives forever feel- 
ing harried by the pressures of time. 
They have learned that they have 
to “make” the time for thoughtful 
analysis and self-improvement. 

For smaller retailers we have rec- 
ommended techniques, methods and 
systems which consume very little 
time. If you have missed the articles 
which describe these ways, write to 
the RECORDER. You can get a list of 
the issues in which the articles have 
appeared. If you need clarification on 
any of the material, it will be fur- 
nished gladly. 

The form for reporting your fig- 
ures is very simple and requires an 
insignificant amount of time. Much 
of the data is readily available in the 
figures which you prepare for tax 
returns. If you do not collect figures 
on some of the information re- 
quested, you naturally cannot fill in 
those parts of the form. 

But you should ask yourself if you 
could not profit by collecting such 
data. That is the time to study the 
articles which have been written on 
the subject. Or discuss it with your 

(CONTINUED ON PAGE 90) 
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BOOT AND SHOE RECORDER 
TURNOVER, EXPENSES, MARKUP & PROFIT IN SHOE RETAILING 


CONFIDENTIAL SURVEY 


Kindly fill in questionnaire as completely as possible and 


return to: 


BOOT AND SHOE RECORDER 
Chestnut and 56th Streets 
Philadelphia 39, Pa. 


Actual figures are preferable. However, please estimate, 


where necessary, and indicate est. after figure. 


1. How would you best describe your firm? (Check one below) 
OEE PE POET ee EEE ee : 
Men's & Boys’ 
Women’s Fashion & Novelty 
Women’s Other 


Women’s & Children’s. .........- 


® 
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How many stores are there in your firm? 
Number of stores in this firm: — 


If you operate eleven or more stores, how would you describe your chain? 


(Check those which apply) Local __ 


Regional 
National 


Operator Leased Departments 


How many stores are you including in this report: 


Number of Stores covered by this Report 


Position of person filling in this report: 





6. Kindly fill in your 1959 operating figures, either in actual dollar amounts or as a percent of net sales. 


(If you have any questions, see “Method For Compiling Operating Figures,” which follows this 


questionnaire.) 


Dollar Amount % Of 
(omit cents) or Net Sales 


1. NET SALES—1959 


2. COST OF GOODS SOLD—1959 


(Invoice cost minus discounts plus inward freight) 


3. GROSS PROFIT (1 minus 2) 


Operating Expenses—1959 





Total Payroll (including owners’ salary) 
Rent 


Advertising 


Freight (If not included above in cost of Goods Sold) _-_-—— 


Other Expenses 


4. TOTAL OPERATING EXPENSES 





5. OPERATING PROFIT (3 minus 4) 


6a. Did you include cash discounts on purchases, in any of your estimates in Question 6? 


nee Aa No __ 


6b. (IF “YES”) In which of the following figures did you include cash discounts on purchases? 


(Check one below.) 
Cost of goods sold 


Goo prom $$. 


Operating profit —-__-____ 





For each of the following lines which you sell, please indicate your approximate markup and 
markdown percentages. (If necessary, see “Method. for Calculating Markup and Markdown 


Percentages,” which follows this questionnaire.) 





INITIAL % TO NET SALES 


MARKUP 
MARKDOWNS MARKDOWNS 








Rubber & Other Weather Wear.... [_| 
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Slippers 





TOTAL STORE 











So that we may classify this survey for various firm sizes—please check below the category which 


includes your total business sales volume for the year 1959. 
Less than $40,000 pam em ere $200,000 —- $499,999 
$40,000 —- $59,999 " $500,000 —- $999,999 
ee = Tee $1,000,000 - $2,999,999 
$80,000 - $99,999 _ $3,000,000 — $9,999,999 


$100,000 - $199,999 _ $10,000,000 & Over 





9. For each of the following lines which you sell, please indicate your approximate turnover rate. 


ANNUAL 
TURNOVER 
CATEGORY RATE CALCULATIONS OF TURNOVER: 


Men's Dress Below are four methods for figuring turnover. 
Please circle method you used for figure quoted. 

Boys’ 

Net Sales for year divided by average 


Women’s Fashion ; 
and Novelty monthly stock at retail 


Women’s Casuals Net Sales for year divided by average of 


opening and closing stocks at retail 
Women's Other 
Net Sales for year divided by average 


Children's opening and closing stocks at cost 


Canvas Cost of Goods Sold for year divided by 


Work average opening and closing stocks a} cost 


Rubber & Other 
Weather Wear 


Slippers 





TOTAL STORE 





10. Please enter any of the following which you have available: 
Shortage @ Retail: ________% Of Net Sales 
Shortage @ Cost: : “_ __% Of Net Sales 
Cash Discounts: -_ Of Net Sales 
Cash Discounts: 3 % Of Cost Purchases 
Annual Sales per square foot total store space: $ _per square foot. 


TOTAL NET SALES FOR 1959 $ | ome ___(if policy permits) 





THE RESULTS OF THIS SURVEY WILL BE COVERED IN A SERIES OF ARTICLES, IN A CON- 
TINUING STUDY OF TURNOVER, EXPENSES, MARKUP AND PROFIT TO BE PUBLISHED IN 
BOOT AND SHOE RECORDER. 





METHODS FOR COMPUTING OPERATING FIGURES, INITIAL 
MARKUP AND MARKDOWNS 


The following presents examples for compiling operating figures, markup and markdown percentages. 


The figures used below are for purposes of illustration to show how a store might fill in the sections in the 


questionnaire dealing with operating figures, markups and markdowns. 


METHOD FOR COMPUTING OPERATING FIGURES—Question 6 


Dollar Amount or % of Net Sales 








1. NET SALES, 1959 $70,000 100.0% 


COST OF GOODS SOLD 

Beginning Inventory @ cost $20,400 29.1% 
Purchases @ cost $46,168 65.9% 
Freight on Purchases $ .735 1.1% 

$67,323 96.1% 
Minus: Cash Discount on Purchases $ . 923 1.3% 
Equals: Cost of Goods Handled $66,400 94.8% 
Minus: Closing Inventory @ Cost $21,600 30.8% 


2. TOTAL COST OF GOODS SOLD $44,800 


3. GROSS PROFIT ON SALES (1 minus 2) $25,200 


OPERATING EXPENSES 
Total Payroll (including owner's salary) $12,600 
Rent $ 4,550 
Advertising $ 1,750 
Freight _ 
Other Expenses $ 3,500 


4. TOTAL OPERATING EXPENSES $22,400 


5. TOTAL OPERATING PROFIT (3 minus 4) $ 2,800 
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METHOD FOR CALCULATING INITIAL MARKUP—Question 7 


Two methods may be used for calculating Initial Markup percentages: 


Method |—MARKUP ON TOTAL GOODS HANDLED (INCLUDING INVENTORIES) 


Step 1 Retail value of total goods handled 
Value of total goods handled—at cost 


Markup dollars of goods handled 


Markup Dollars of Goods Handled 
Retail Value of total goods handled 





equals Markup Percentage 


Method |II—MARKUP ON PURCHASES ONLY (EXCLUDING INVENTORIES) 


Step 1 Retail value of purchases 
Minus: Value of purchases at cost 


Equals: Markup dollars of purchases 


Markup dollars on Purchases 





equals Markup Percentage 
Retail Value of Purchases 


METHOD FOR CALCULATING MARKDOWNS—Question 7 


MARKDOWN AT RETAIL 


Markdown Dollars 





equals Markdown percentage to Sales 
Net Sales 


MARKDOWN AT COST 


May be calculated by applying 100% minus markup % of 40 to markdown at retail. 


Thus: 60% of $4,200 equals $2,520 
$2,520 + $70,000 sales equals 3.6% cost markdown to sales. 
Or: 60% x 6% equals 3.6%. 


$ 76,670 


$ 70,000 


$110,670 
$ 66,400 


$ 44,270 


$ 44,270 
$110,670 


equals 40% 


$ 76,670 
$ 46,000 


$ 30,670 


$ 30,670 
equals 40% 


$ 4,200 
equals 6% 


markdown 
at retail 
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IT’S NEW FROM MEARS HEEL... 


Mears has factory tested the new resin core seat construction ... Heel was attached with 
standard nails, and heel pulled at 163 Ibs. pressure — with the nails still holding firm! 


NOW! 
Full Aluminum Heels that break the Nailing Barrier 


Mears brings you the year’s biggest advance in heels — a full aluminum heel that a> 
can be attached with conventional nailing ... and stay attached! . 
The secret? Mears exclusive miracle plastic insert and seat construction. A 

hardwood maple dowel, combined with special formula plastic resin, traps 

the dowel and fills the seat so the whole core is inseparable. The entire 

filling will hold nails safely, securely, and without splitting. 

Plus, a beautifully proportioned heel design with features all 

its own. Aluminum die casting provides an unusually smooth 

finish and extremely accurate reproduction. Heels can be graded 

to fit as required. Mears full aluminum heels may be ordered with the new 

VITALIFT replaceable toplifts, or other toplifts. They can be covered 

with leather, fabric, or finished by lacquering. 


ACT NOW! Ask for samples and fittings. Mears is in full production, has these 
new heels competitively priced and can supply all your heel needs for 
your new lines. Call or write, today. 


FROM MEARS . . . THE NEWEST AND THE BEST IN HEEL STYLES AND CONSTRUCTION 


yo 


New Mears Ply-Heel New Mears GRECIAN Heel New VITALIFT Heel with MEARTHANE lifts A new and expanded line of Plastic Heels 


Us 9-17 
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High Door to High Style 


For the presentation of the latest shoe fashions, a novel theme based 
on harmonious color tones was developed for this Toronto store. 


NINE FOOT DOOR opens into the Davids shoe 

store at 434 Eglinton Ave., W, Toronto, Canada. 

This high door is indicative of the unusual sty]- 
ing that complements the quality merchandise that is 
displayed and sold. Color tones ranging from brown 
to gold create the store’s novel theme and present a 
feeling of richness to the customer who approaches, 
enters and shops. 

The unusual nine foot door is of inlaid formica panels 
in beige, brown, turquoise and orange—a warm, wel- 
coming blend of harmonious tones. The windows, which 
were designed to display either men’s or women’s foot- 
wear, are backed by soft beige boucle drapery, with the 
entire floor of each window carpeted in gold. 


86 


The women’s department in the front of the store is 
known as the Gold Room. Here the carpeting, wall- 
paper, trim and elaborate chandeliers are all of rich 
gold. This room is set apart from the rest of the store 
by a specially designed open screen reaching from floor 
to ceiling. This also is of gold. 

The right wall of the Gold Room supports unique 
display panels plus a 39 foot floating slab. Designed 
for utility as well as beauty, this wall provides excellent 
display space for women’s footwear and handbags and 
is readily accessible to the sales staff. High sales vol- 
ume is attributed to this display area. 

The opposite wall consists of a series of transparent 
plastic panels in which are embedded flowers and but- 
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Left: Davids Shoe Store, Toronto, Canada, displays 
shoes in gold carpeted windows. The backdrop for 
the display is soft beige boucle drapery. The unusual 
nine foot door is of inlaid formica panels in beige, 
brown, turquoise and orange. 


Below: The Gold Room for women’s shoes has gold 
carpeting and gold wallpaper, trim and chandeliers. 
Flowers and butterflies are embedded in plastic pan- 
esl on one wall. The other wall is used for display. 


Right: The Circular Spoke Room for men’s shoes is 
dominated by a central mahogany hub and radiating 
heavy wood beams. Note the seats, which appear to 
float on air, 


terflies, with the beauty accentuated by special lighting 
behind the panels. The stock shelves are behind this 
wall. 

The men’s shop at the rear of the room is known as 
the Spoke Room. Here the ceiling seems to hold a giant 
wheel with a polished mahogany hub and heavy wood 
beams running out like spokes to circular walls. These 
walls are panelled in harmonious walnut. 

Throughout the store, all the chairs seem to float on 
air. This unusual and relaxing effect is created by 
dispensing with the conventional legs and supporting 
the chairs on a continuous metal frame. 
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Behind the Iron Curtain: 





The Russians 


Don't Like Their Shoes ... 


A recent all-day shoe industry meeting was re- 
ported frankly in the official government daily, 
Izvestia. An industry shake-up is likely. 


“Are you building a new plant?” 
“No. People won't buy our shoes, so we 
are building a warehouse to put them 
in.” 


MOSCOW—Criticism of the Rus- 
sian shoe industry is spreading. And 
the government is making no effort 
to choke off the flood of complaints, 
which indicates that a wholesale 
shake-up in footwear production and 
styling is probably in the works. 

Izvestia, the official government 
daily newspaper published here, is 
co-sponsoring (with the Central De- 
partment Store of Moscow) a drive 
to improve the quality and the styl- 
ing of Soviet footwear. The news- 
paper devoted a full page of its 
February 21 issue to a report on 
an all-day shoe industry meeting 
held in Moscow earlier. Criticism of 
the shoe industry was frank and 
blunt, and no attempt was made to 


“You: see what a beautiful model we 
have decided on for when you are grown 
up.” 


cut off any complaint. 

The complaints came chiefly from 
managers and sales personnel of shoe 
stores and shoe departments. Fac- 
tory officials and government foot- 
wear planners came under heavy at- 
tack for inefficiency and lack of 
imagination. 

Almost all of the complaints cen- 
tered around poor quality and un- 
imaginative styling. The subject of 
price was not mentioned, indicating 
that, the subject was considered in- 
appropriate at this particular meet- 
ing. 

The editor of Izvestia is Premier 
Khrushchev’s son-in-law. 

(News accounts of the protest 
meeting were accompanied by some 
barbed cartoons, reproduced on these 
pages. ) 

“Quality is the demand of the 
times,” the factory managers were 
told. It was emphasized that Soviet 
citizens have now passed through 
the stage where mediocre products 
couid “get by.” Better quality prod- 
ucts are now in demand everywhere. 
The day when a store could sell 
everything and anything it could get 
from shoe factories is gone. 

“In 1959, the Central Department 
Store in Moscow sold nearly 2,000,- 
000 pairs of shoes,” the IJzvestia 
report states. But this same store 
held up and examined 672,000 pairs, 
and rejected 50,000 pairs of these. 
In addition, many other shoes are 
still on the shelves, unwanted by con- 
sumers. “There is nothing to be 
proud of in that,” the report de- 
clares. 


by GEORGE BAKER 


“We hope that out of this contro- 
versy there will be born high qual- 
ity, attractive fashions, and elegant 
styles,” the report declares. 

“The more than 300 officials at- 
tending the conference express the 
firm confidence that improvements 
will come, and that the Soviet people 
in the near future will begin to get 
shoes of Soviet manufacture that 
will eclipse any imported models,” 
it added. 

It is believed that the display of 
American shoes at the 1959 Amer- 
ican Exhibition in Moscow was at 
least in part responsible for the new 
demand here for better shoes. 

Among the complaints: 

Lack of good dyes for leathers, 
and lack of attractive colors in wom- 
en’s shoes. Tanners retort that they 
cannot get good quality dyes from 
the chemical workers, 

(CONTINUED ON PAGE 92) 


Grandmother: “I remember my _ child- 
hood. Those are the kind of shoes I 
wore when I was young.” 
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to retail at 
a price that’s 


HARD T0 
BELIEVE 


new plastic 


inc los 


for Fall delivery 


3 Heel Heights Available 


Cuban Maxine Flat 


See these new plastic fashion boots. 
Priced for volume sales, new Sno Chics 
are sure to be big sellers with 

your fashion conscious customers. Sno 
Chics are available in black, brown, 
scarlet and white. Warmcel lined, 
unlined or warmcel lined with fur trim. 
Black unlined Sno Chics are available 
in 3 heel heights. 





Call or write today for a visit from your 
Servus salesman. He'll be glad to 
show you the new Sno Chics. 


& & & & & & & & & Transparent Plastics Co. 


BATIONAL *”"“" 


A Division of 


The Servus Rubber Co. 





THE Main Office and Factory 
Rock Island, Ill 


QBNALS— Branch Office and Warehouse 


330 Broadway, N. Y., N.Y 


RUBBER co. 
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You Can 
Do Better 


(CONTINUED FROM PAGE 78) 
accountant. Either way you may find 
that a high return is to be gotten for 
a small investment in time and effort. 

Having made your contribution. 
the most important thing of all is 
to make use of the survey’s results. 
It may be comforting to dismiss 
them with cliches like: “a lot of 
fancy figures’; “theoretical non- 
sense”; or, best of all, “so what! my 
store is different.” It is much more 
rewarding to recognize that a survey 
represents the actual experience of 
a great many stores and that any 
one store is fundamentally more like 
the others than different. 

On page 86 of the October 15, 1959, 
edition of the RECORDER there is a 
table of operating profits and the 
way they are derived. As part of the 
table we included two individual 
stores which are apparently quite 
“different” from each other. Yet both 
have a great deal to learn from each 
other and from the composite stores 
of the survey. 

Mr. B, for example, might have 
some searching second thoughts 
about his apparently very high rate 
of profit (6.5%). His Gross Profit, 
at 38 per cent, is four points higher 
than that of Mr. A, and 2.4 points 
higher than that of Family Indepen- 
dents generally. Mr. B’s expense 
ratio is in line with typica] perform- 
ance, but 2.5 points higher than Mr. 
A’s ratio, thus dissipating all but 
1.5 points of the edge which B had 
over A at the Gross Profit point. 

It is plain, therefore, that Mr. A 
could learn something about making 
Gross Profit and Mr. B could learn 
something about controlling expenses 
in order to conserve Gross Profit. 

At this point it would be interest- 
ing to examine a probable line of 
reasoning for Mr. B as he examines 
his figures in relation to other re- 
tailers as reported under the column 
headed “Family Independents.” His 
first step is to re-examine his Oper- 
ating Profit computation. His Pay- 
roll is 16 per cent of sales whereas 
the typical store shows 18.5 per cent. 

It might be that his own with- 
drawals are not properly represented 
in his Payroll account. If that is 
true, and if correction increases Pay- 
roll by 2.5 per cent of sales, Mr. B 
will find that his operating profit 


has shrunk from 6.5 to 4 per cent. 
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He is now lower than typical by 
0.3 per cent, and really has some- 
thing to think about, since he started 
off with a big edge in Gross Profit 
(38 per cent vs. typical of 35.6 per 
cent). 

If all this were true, Mr. B could 
ask himself some searching questions 
about his expense structure. _His 
rent is high: 5 per cent vs. 4.2 per 
cent typical. Similarly, his advertis- 
ing cost is 4.5 per cent vs. 2.7 per 
cent. Together these two accounts 
cost him 9.5 per cent of sales as 
opposed to the 6.9 per cent spent by 
the typical] store. 

On the other hand, Mr. B might 
reason that these are two very direct 
sales producing expenses and that he 
is wise in spending his money that 
way. 

Parenthetically’ it must be ob- 
served that this might be the key 
to Mr. B’s success. His low pay- 
roll ratio may result from the 
high sales generated by his rent 
and advertising expenditures. If 
so, he would do well to examine 
that catch-bucket account labelled 
“Other.” His figure is 6.0 per cent 
vs. 5.9 per cent for the typical 
store. If his high sales are reduc- 
ing the Payroll ratio, they should 
similarly reduce the ratio of other 
expenses to sales. 

But our main line of thought is 

centered on the assumption that 

Mr. B’s Payroll expense and total 
expense picture is high when cor- 
rected to conform with survey re- 
quirements. Returning to this as- 
sumption, we find that there are 
at least two other trains of 
thought which Mr. B can ride. 

If percentage to sales figures are 
converted to reciprocal ratios, they 
yield a sort of “productivity ratio.” 
This is not completely true, but does 
result in a provocative point of view. 

The reciprocal is obtained by con- 
verting the percentage to a decimal 
and dividing that into 1. Thus, the 
5 per cent rental is converted to .05 
and 1 — .05 is 20. We can now say 
that every dollar of rental yields 
$20 in sales. 

Since the typical store has a rental 
percentage of 4.2, we divide 1 by 
.042 and come up with a figure of 
$23.81. This figure is almost 12 per 
cent higher than the $20 return 
which Mr. B gets from his rent dol- 
lar. He may still be wise in spending 
that money, but now he has to ask 
himself how to get more productivity 


out of his location and/or space. 

Certainly the answer does not 
seem to lie in heavier advertising. 
For if the same analysis were to be 
made he would discover that he is 
getting only $22 of sales from each 
advertising dollar while the typical 
store gets $37. Perhaps the answer 
lies in re-examining his advertising 
program to see where money is being 
spent unnecessarily or where better 
techniques, merchandise selection or 
timing could increase the productiv- 
ity of the same advertising dollars. 

The second train of thought which 
might now engage Mr. B’s attention 
is the questioning of his apparently 
fine Gross Profit Ratio. Is it really 
all good? Does some of it result from 
generally poor competitive pricing 
or the use of too many or too drastic 
“long shots’? Does some of it stem 
from too much neglect or complete 
discarding of low-markup lines or 
items? 

If such a policy has been carried 
to an extreme, it may have turned 
away feet which could have brought 
a marginal profit or bought other 
goods with better markons. To the 
extent that these things might be 
true, Mr. B is placing a too heavy 
burden for sales production on his 
Rent and Advertising expenditures. 
Whatever his lines of thought may 
be, if he pursues them in this man- 
ner, Mr. B is sure to come up with 
ideas for change or experimentation 
which will result in continually grow- 
ing sales and dollars of profit. It is 
our sincere hope that you will join 
Mr. B in doing the same for yourself. 


St. Louis Counter Firm 
To Build a Second Plant 


ST. LOUIS—Jet Counter Com- 
pany has announced plans to lo- 
cate its second manufacturing plant 
at Marionville, Mo. 

According to Jim Hasapopoulos, 
president of the firm, remodeling 
has begun on a building in the 
Marionville industrial district, with 
occupancy scheduled for about May 
1. A plant manager will be sent 
from the St. Louis office to direct 
the training of personnel, expected 
to number about 40. 

Production is planned to start 
after June 1. The new factory unit 
will make fiber shoe counters. Pro- 
duction will also continue at the 
Jet Company’s other plant in St. 
Louis. 
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Revolutionary way to make better shoes 


NEW! AQUA-CELASTIC 


... flat counter material with water-based activator, easy to insert, conforms 
exactly and permanently to last shape for better fit and heel-hugging top line 


WATER 


Tap water is all you need to dis- 
solve Aqua-Celastic’s activating 
powder! Hazardous volatile sol- 
vents and storage problems are 
out, shipping costs are down! 


The activating powder dissolves 
instantly in water. It’s fire-proof, 
won’t deteriorate in storage, and 
in solution can’t stain any leath- 
ers, including patent! 


Aqua-Celastic inserts easily, sets 
working-hard in 2-4 hours, bonds 
to lining and leather, shapes pre- 
cisely, permanently, resiliently 
to the last, unaffected by mois- 
ture or temperature. 


WRITE TO NEAREST DISTRIBUTOR FOR A DEMONSTRATION IN YOUR FACTORY 


MAJESTIC Fasrics, INC. 
106 Beach Street 
Boston, Massachusetts 


Convy SHOE SupPPLIEs Co. 
3829 West Pine Blvd. 
St. Louis 8, Missouri 


LEATHER PRODUCTS COMPANY 
1718 North First Street 
Milwaukee, Wisconsin 


NSE 


WASCO CHEMICAL COMPANY, BAY STATE ROAD, CAMBRIDGE 38, MASSACHUSETTS 


April 1, 1960 





The Russians Don’t 
Like Their Shoes 


(CONTINUED FROM PAGE 88) 

Too much time is taken by the 
state planners before ordering new 
lasts, heels, and styles. It was agreed 
that two months should be the maxi- 
mum time for considering and con- 
firming decisions relating to new 
lines. 

Inventories of leather are grow- 
ing tremendously. Quality production 
and good styling will cut these in- 
ventories and will also satisfy the 
consumers. 


Factories do not produce enough 
popular-price shoes. Because factory 
managers are graded partly upon the 
value of their output, they tend to 
concentrate on higher-priced shoes. 

Displays often show good quality 
and elegant styles, but “try to order 
them.” One store manager: “These 
models are beautiful. But I can’t get 
them for my shop.” 

It takes too long to change styles. 
While the factories are pondering 
what to produce, consumer demand 
changes. “Foreign producers, espe- 
cially the Czechs, are already ship- 


ping us slippers while our own are 
still being discussed and _ voted 
upon.” 

Shipments to the stores are made 
without regard to season. Now, in 
February, we have sandals. In April 
and May, when we can sell these, we 
will not receive any. 

Sewing machines and needles are 
of poor quality. It should be neces- 
sary to use only one needle to sew 
200 pairs, but often 20 to 40 needles 
are needed to sew 200 pairs. 

Here are the conclusions agreed 
upon at the end of the meeting: 

1. Shoes must be lighter in weight. 
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Here are *4 clear cut reasons why successful 
BABY SHOE SALES are child’s play with LITTLE PIERRE. 


FRENCH STYLING 

* AMERICAN LASTS 
IMMEDIATE DELIVERY 
GENEROUS MARK-UP 


MONACO—Style #7905 

Sizes ri 8... 8Y2-12, 

8. C.D. E. Black grain monk strop. 
Fully leather lined, leather sole and 
heel. Also available in smooth colfskin. 


r Little Pierre's 


RP cHAMBORD SHOE : 60., INC. 


Pr 4 304 
Ne “ Sizes 0-3... 4-B.. . 9-12. 
eK - Lambskin, fully lined, washable 


#1301 

« In White/white collar 
Style #1302 

in Pink/white collor 
Style #1303 

in Bive/white collar 


Style #1 
in Red/white collar 
9-12 


ROSELLA—Style #1919 in Grey 
Style #1917 in Beige 


Style #1911 in White 
Sizes 412-8 . . . 8Y2-12, B. C. D. E. 
Suede uppers, calf trim, leather lined. 


+ 350 Fifth Avenue, N.Y. 1, N.Y 


M McElro 
4 S Box 578, Winter 


ito non-members, and other 
The publication suggests answers 


2. Better dyes and better tanning 
| materials must be developed. 
| 3. Additional last and heel fac- 
itories must be built. 

4, Time spent in debating planned 
production must be cut. 
5. Every factory. should have a 
| firm plan for bringing out new 
models. 

6. Better textiles are needed for 
use in summer and casual shoes. 

7. More and better shoe findings 
are needed. 

8. Better shoe machinery is 
needed. Many hand processes should 
be mechanized. 


e Books 


|Associations and Taxes 


| Federal Tax Aspects of Association 
Activities, by George D. Webster, pub- 
lished by Association Service Depart- 
}ment, U. S. Chamber of Commerce, 
| Washington, D. C. 114 pp. $4.50. 


| HOW can a trade or professional 
}association conduct a trade show 
ito promote its members’ business 
and educational interests, and keep 
its federal tax exemption? Will 
publication of magazines and other 
periodicals constitute an activity 
which will create tax difficulties? 
These questions are covered in 
this National Chamber report by 
George D. Webster, partner in a 
Washington law firm. Mr. Webster 
has specialized in the tax problems 
of associations since 1951. 
Additional association activities 
reviewed include advertising, the 
supplying of credit information, 
sources of income, dues, services 
points. 


based on Internal Revenue Service 
and court rulings. 


Boot and Shoe Recorder 





News - Retail Trade 





Snow Slows Business 


In Detroit Shoe Stores 


DETROIT—March came in like a 
polar bear. It brought the lowest 
temperatures and deepest snows of 
the winter. Spring footwear sales 
were temporarily slowed. 

The buying public was not per- 
manently discouraged and with 
rising temperatures and sunny days 
retail sales figures began to match 
or surpass those of March 1959. 


Black Patent Leads — Women’s 
dress shoe lines showed the great- 
est activity. The closed tapered 
pump on a slender heel was still 
the number one style choice. 

The color choice still remained 
the same as February. Black patent 
was number one and bone calf fol- 
lowed close behind. Navy blue is 
proving popular this spring and 
pink has been the best high-fashion 
color in many women’s shoe depart- 
ments. 


No Easter Rush—There has been 
no rush for Easter footwear in the 
children’s departments although 
black patent dress-up shoes for 
little girls are beginning to move. 

The most important new school 
shoe style for both boys and girls 
is a soft, unlined washable suede 
oxford with cushion crepe sole. 


Bone lustre takes a slight lead 
over bone leather and beige 
holds its own. White starts mov- 
ing up prior to Easter. A Miami 
Beach store notes a trend to the 


little heel. 
By MARTHA LUMMUS 


MIAMI—Bone, whether it is 
leather or lustre, perhaps with 
lustre taking a slight lead, is the 
story in shoe color for this area. 

Bone leads in both Miami and 
Miami Beach and beige is holding 
its own. White is coming up fast as 
Easter approaches. 


Boost Bone Bags — However, a 
downtown department store reports 
black patent still strong. Open type 
pastels are selling well with pink 
and blue still best in this style. Bone 
bags to match shoes are boosted too 
in the sale of shoes. 

A Flagler Street store reports 
black patents started late but now 
are selling as strong as anticipated. 
Open series and sandal types in 
lavender, pink, white, black, orange 
and blue are selling strong in the 
same store. Bay leaf green is sell- 
ing well for an off-color. Thong 
sandals with gold chains are receiv- 





Ay 
Aow delice . 
desigoad 4 patie he 


wy Ut a 
Aktond 


Aw fo fase psi cee Dewy ach. Hach, Palintrs 


ha mice Teh L seihucm filoe 


OMY. L785 the pair in our Wondaiful 
wy ectsee tan Plains. Cleveland. 


This ad has the recipe for presenting and describing a glossy black patent with 


a touch of ornamentation. 
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Bonwit Teller, New York City. (7 col.) 


Bone Leads Miami Shoe Sales 


ing their share of attention in 
casuals. 


Little Heel Trend—At the Beach, 
white leather with pastel trim as 
well as white and gold are giving 
bone lustres and leathers a little 
competition. The trend is reported 
definitely to little heels. Whites 
combined with a touch of pink or 
blue and, surprisingly, white with 
jewel trim for daytime dress are in 
demand at this Beach store. 

Another Beach store was selling 
brown leather pumps as a second to 
bone. Spectators in brown and 
white, blue and white and black and 
white are very strong. Again, white 
with multicolor trim entered the 
picture strong. Also white pumps 
are moving up fast at the Beach. 

A Miami downtown store reports 
sling pumps coming back fast. 


Pumps, Spring-o-lators 
Pace West Coast Styles 


LOS ANGELES—Retailers seem 
to think the slowdown of the past 
few weeks, the just-before-Easter 
slump, is past. Sales have picked 
up and they look forward to a good 
season. 

A check around several stores 
finds a very few tables of winter 
clearances. Noticeable are tables 
piled with Mexican huraches, strips 
of leather with a flat sole and heel, 
in the $1.98 price class. It has been 
some time since they were pushed. 


Bone Leads Colors—Still leading 
women’s dress shoe colors are bone, 
white and black patent with pastel 
lustre leathers in a few shades also 
in the picture. Pumps and spring-o- 
lators dominate the styles. 

Casuals continue in a steady pat- 
tern. They have been selling well 
all winter and promise to go right 
along without much change. Spec- 
tator pumps, both closed and in 
sling style, have made a stronger 
bid for the summer season. The 
new designs feature combinations 
of white with black patent, brown 
calf with white, and some navy and 
white. 
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Snow Shortens Easter Season 


ATLANTA — What was on the 
calendar as a long Easter shopping 
season has been drastically short- 
ened by Mother Nature. 

Two blizzard-like snowstorms and 
an ice storm swept down over the 
southeast for the first time in more 
than a quarter of a century. It 
played havoc with retail business. 





Boston Merchants Call 
Pump a Sales Leader 


BOSTON — Following what is 
hoped will be the last severe storm 
of the late winter, business picked 
up in Boston’s retail shoe stores 
and departments. All types of 
spring shoes sold well on good shop- 
ping days and even summer shoes 
moved in some stores. 

The pump has been the best sell- 
ing pattern to date. Those with 
decorations are making more head- 
way than the plain type. Second in 
popularity has been the tie and in 
these the side tie is becoming in- 
creasingly important. Both of these 
types are being sold in both high- 
style and middle-of-the-road stores. 


Toe Preferences Vary — Toes 
range from the extreme pointed to 
the slightly squared in the higher 
style outlets. More conservative re- 
tailers report ready acceptance of 
the tapered and the conventional 
rounded toes. 

A wide variety of 
introduced during the early spring 
testing period prior to the pre- 
Easter buying rush. One high-style 
store, for instance, offered high heel 
pumps in black patent, sand, navy, 
red, jade green, yellow and cerise. 


colors was 


Express Optimism — The more 
conservative stores, however, found 
bone, blue, black and white to be 
the best selling colors in smooth 
calf leather. Black patent and some 
colored suedes were also good dur- 
ing this period. 

Retailers throughout New Ena- 
gland are optimistic. This feeling 
was summed up by one who said 
flatly that he expected the spring 
season, taken as a whole, to be the 
best in his store’s history. 
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Sales Figures Plunge—lIndicative 
of the damage wrought to the re- 
tail trade are the figures released 
by the Federal Reserve Bank of At- 
lanta for the southeast. A 38 per 
cent drop in department store sales 
in Atlanta for the week of March 
5 was reported. In the entire south- 
eastern district the volume dropped 
21 per cent. 

Figures for a four-week period 
ended March 5 were down eight per 
cent in the district and 22 per cent 
in the Atlanta area. 


Miami Does Best—For one week 
ending March 5 Augusta was down 
16 per cent, Birmingham was down 
12 per cent, Columbus was down 13 
per cent, Knoxville was down 26 
per cent, Mobile was down 25 per 
cent and New Orleans was down 39 
per cent. Miami, still enjoying com- 
paratively nice weather, was down 
only one per cent. 

Sales were confined mostly to re- 
placement of school shoes and rub- 
ber and plastic footwear. In At- 
lanta, stocks which had been on 
hand for a number of years, due to 
good weather, were cleaned out. As 
the storm reached a climax, only a 
few stores had stormwear on hand. 
These items were largely odds and 
ends. 








GIDDINGS .......- 


The delicate artist's touch attracts the 
eye to this ad of simplicity. Gidding's. 
Cincinnati. (3 cols.) 


Baltimore Stores Face 
Uncertain Prospects 

BALTIMORE — Plagued by be- 
wildering weather changes, Balti- 
more retail shoe merchants last 
month were looking forward to 
Easter sales with large stocks on 
hand and uncertain sales prospects. 

Most buyers and store owners 
expressed hope that women who 
delayed family shoe purchases be- 
cause of the March snowstorms 
would yield in April and re-outfit 
for the holidays ahead. 


Snow Hampers Shoppers — The 
first weeks of March brought very 
low sales totals to the downtown 
A series of snowfalls 
hampered travel and kept many 
shoppers home. Only a few shops 
in the outlying areas noted “barely 
satisfactory” sales volumes. Those 
sales were mostly in wet weather 
wear. Spring fashions did not sell 
at all. 

The memory of better than aver- 
age Washington’s Birthday sales 
was the only bright spot relieving 
the generally gloomy sales reports. 
One department store buyer noted 
that while February totals were 
“down straight across the line” the 
sale was “better than last years” 
and only “cats and dogs” were left. 


shoe stores. 


For Delivery Later—A represen- 
tative of a downtown store special- 
izing in orthopedic shoes and un- 
usual sizes said early March sales 
were rather “sick.” He added that 
the store staged a spring styling 
preview before the bad weather and 
the January-February sales volume 
was up 19 per cent over 1959. For 
the first time in the store’s history 
a discount, which averaged two dol- 
lars a pair, was offered to custom- 
ers who ordered spring shoes for 
later delivery. The idea was so suc- 
cessful it will be tried again in the 
fall. 

The owner of the same store said 
he expected good Easter sales be- 
cause so few children’s shoes had 
been sold this year. Eventually, he 
said, parents would not be able to 
put off this necessity any longer. 


A Miserable Month—March shoe 
sales were down to one half of last 
year’s at one of the biggest subur- 
ban shopping centers. The buyer at 
a shoe store there called it “‘a miser- 
able month.” 


Boot and Shoe Recorder 





Heavy Inventories Cause 
Cautious Ordering in N. Y. 


NEW YORK — Merchants here 
are pinning hopes on the Easter hol- 
idays as the start of real selling. 
Business has been slow and spotty. 

Inventories are a bit heavy and 
retailers are therefore being cau- 
tious in placing orders. They are or- 
dering for shorter periods and in 
lesser pairage. 

Stores are showing and selling a 
variety of pumps, spectators and 
casuals. Black patent, especially in 
the popular price bracket, has been 
selling well. Some points made in 
ads and promotions are unlined 
shoes, shoes for dyeing, fabrics, 
mid-high heels, high heels and 
smooth and textured leathers. 


Department Stores Bought 


LOS ANGELES—Broadway-Hale 
Stores, Inc., announced the acquisi- 
tion of the Coulter’s department 
stores in Los Angeles and San Ber- 
nardino, Calif. For the present at 
least, no changes in shoe depart- 
ment personnel are contemplated. 
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Retailing Stands Still 


St. Louis Shops Deserted After Heavy Snows 


ST. LOUIS—In snow-plagued St. 
Louis, little or no hope is in sight 
for March shoe business totals to 
come even close to last year’s fig- 
ures. With 1959’s Easter in March, 
and with retailing at a standstill 
for over half of the month’s 27 
shopping days in 1960, dealers say 
they will be thankful if decreases 
do not go over 10 per cent. 

St. Louis retailers are divided 
into two camps. One group fore- 
casts that business lost because of 
February and March snow is lost 
forever. The other group feels that 
St. Louis women have been shut in 
at home for so long that if they ever 
get out they will buy everything 
and anything to boost their morale 
—including shoes. 


Snow Over Snow—The city had 
the heaviest snow in 50 years. With 
one fall piling on top of the other, 
nobody went anywhere and stores 


were absolutely desolate. Much of 





q _ 
H ad 


the dollar volume of department 
stores resulted from telephone and 
mail orders. Since Easter pumps 
are not bought that way, fashion 
ads were curtailed and housewares 
advertising stepped up. 

County shopping centers fared 
better than downtown stores, where 
personnel outnumbered shoppers. 

15 Per Cent Drop—Men’s dealers 
say that both their pairage and dol- 
lar sales figures more than held 
their own in the clearance month of 
February. Many brisk days were 
noted. When final March tabula- 
tions come through, however, it is 
expected that they will be down as 
much as 15 per cent under last year. 

The single bright spot in St. 
Louis’ sad retail picture has been 
galoshes and rubbers. Dealers de- 
lightedly moved all of their storm- 
wear, much of which had _ been 
shunted to basement store rooms to 
make space for arriving spring foot- 
wear. 


PROGRESSIVE LEADERSHIP 


...IN BASIC FOOTWEAR 


Wide 000 to 4 
Narrow 0000 to 4 


The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
exact position the physician has obtained. 
Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 


point desired. 
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Roto-Lok disc 
inserted in bot- 
tom of shoe... 
allows more 

| accurate set- 

Fi ting, is located @ 
F? in proper spot, @ 
| reduces over- } 

all cost of shoe 
and brace. In- 
terchangeable 


with Fillaver 
Night Split. 


SURGICAL 


Meets the need of a 
matching shoe where 
only one foot requires 
the Equino-Varus shoe. 
Made on straight last. 
Medium 000 to 4 


T ADE Mar 


Both carried 
in stock. 


é 


SA ESS 
EQUINO-VARUS — 


f. 
. 6 use of 


by R. J. Potvin Shoe Co., Brockton, Mass. 
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Your best salesman 
is a child’s smile... 


the first time he sees 
a pair ot 
@ ©& 


CORDANA MOCCASINS 


\o wonder these comfy, carefree and colorjul 
moccasins are bringing smiles to the faces of chil- 
dren. mothers and retailers from coast to coast - 
they re as easy to slip into as they are to sell! Bright 
red and blue plaid, crisp white trim around tongue 
and collar, acorn-tipped tie... are-all designed for 
delighted eye-ing and fast buying. 


Style *650P. All Plaid Cordana 
Moccasin style slippers 

with Crepe Sole. Sizes 9-3. 
Colors: Red and Blue 

Plaid. Packed 36 pairs 
assorted colors to 

the case. Shipping 

weight; approx: 

13 Ibs. per 

36 pair case. 


Write for more information to representative nearest you, 


DISTRIBUTED 
NEW YORK REPRESENTATIVE WEST COAST REPRESENTATIVE IN CANADA BY 
Mr. Max Elb Mr. George Greenbaum Tudor Corporation 
915 W. End Ave Alexandria Hotel, Room 708 4503 Melrose Ave. 
New York, New York Fifth at Spring Montreal Que., Canada 
AC 2-5601 ae Los Angeles 13, California HUnter 9-2021 


NOHEL Manufacturing Corp., 50 ALEPPO St. 
PROVIDENCE, RHODE ISLAND 








A Bag for One in Five 


CINCINNATI, OHIO—Selling one handbag to every 
five pairs of shoes is merely a matter of “making the 
most of every display opportunity and of personal sug- 
gestion possibilities’ according to Paul Laudner, 
women’s shoe buyer for Mabley & Carew, smart Cin- 
cinnati department store. 

Laudner’s department not only has maintained this 
excellent sales ratio for more than five consecutive 
years, but has held the average sale around the $14.00 
mark. $12.95 represents the low end in the handbag 
inventory. While it is true that Mabley and Carew is 
definitely a fashion leader in the southern Ohio city, 
Laudner doesn’t believe that this has too much to do 


| with his consistently profitable handbag turnover. “I 
| believe that any store in any price classification could 
| accomplish as much by using the same sort of sales 
| methods we do,” he said. 


The first selling asset, where handbags are concerned, 


| is the fact that all Mabley and Carew salespeople, men 
| and women alike, automatically “assume that the cus- 
| tomer is going to want to match her handbag and 
| shoes,” and are patently surprised if she doesn’t. Em- 


phasizing this idea is a silhouette-lettered sign above 


| a handbag wall case on the middle wall of the depart- 


ment. It reads simply “bags to match your shoes.” At 
one time or another during every sale, preferably just 


| after the customer has made up her mind about the 


shoe she is going to buy, the salesperson goes to the 
nearest handbag display that contains the appropriate 
bag and actually places the bag in her hands. Often 
nothing is said about the handbag until the customer 
has received it in this way and noticed its outstanding 


| points for herself. 


“It is a certainty that she will get the full treatment 
on the handbag before she rises from the chair,” the 
buyer said. “We go into the reasons why the matched 


| handbag and shoes are important and, likewise, into 


detail about the handbag itself. Our bags are carefully 
boxed, never more than six or eight of any one style. 
This insures that it will be exclusive and that the cus- 


| tomer isn’t likely to run into someone else carrying the 
| same handbag. We make this point by indicating how 
| few of the bags are shown, and telling her that there 
| are no more like it carried in the back room. This is 
| low-pressure selling, but it is effective.” 


The next point which is equally helpful in selling one 


| handbag to every five pairs of shoes is the fact that 
| handbag displays are shown in at least a dozen points 


throughout the store. They are shown on graceful 
wrought-iron fixtures at the base of each supporting 


| pillar, on gondola-type fixtures in the center of the 
| sales floor, in built-in wall cases, and even on ledges 


which run around the base of mirrored pillars at the 
front of the department. No shoe customer can ever 
be more than a few steps away from a handbag display. 

While all these details do, of course, fit into the 
selling picture, there is no single factor more important 
than the “personal pitch’ by the salesperson to his 
customer, Laudner says. “Even a_ budget - minded 
woman will melt when she has a chance to examine 


| simultaneously the shoes she has just bought and the 
handbag her salesperson has picked for her.’ 
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In the mail, and in the shoe trade magazines you’ve seen 
Jenkins and our subsidiary, Western Fibre Co., suggesting the use 
of NSB, or National Shoe Board Conference Shoe Board. 


V V hy? The secret is in the name: Shoe Board. 


The members, ourselves and our competitors, are shoe 
board specialists — making materials specifically designed for specific 
shoe uses. The shoe industry is our industry, and it is our business 
to serve the shoe industry — you. 


Each of us has a product line aimed at various shoe uses. 


We'd like to sell you Jenkins board or Western board. But 
we don’t make all types of shoe board. If we can’t make board for 
your use, chances are you can find another dependable shoe board 
supplier among the other NSB manufacturers. 


Jenkins has pledged itself to abide by quality control stand- 
ards, established to insure you specific materials for specific uses. 
We pledge to you that any board we make bearing the NSB label 
will meet our quality control standards, and be suitable for the 
particular shoe use for which it is designed. 


Naturally, not all NSB shoe boards are suitable for all 
applications. 


Check with your NSB supplier as to the uses for which his 
shoe board is designed, then “maintain your quality standards 
with NSB.” 


When you think of shoe fibre board — think of NSB. 
And when you think of NSB — think first of Jenkins. 


GEORGE O 


BRIDGEWATER, MASS. 
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SUGGESTED WINDOW DISPLAY 


with Stetson’s 
Slim, Trim 


PALMETTO slip-on 


““CALIM, TRIM SLIP-ONS FOR MEN’”’ —that’s 

the industry’s promotional theme for 1960. 
Stetson responds in kind with astriking, new slip- 
on style, featuring the smart new use of an age 
old material—jute from fabled India. 

This eye filling, pleasure-to-wear shoe has al- 
ready proved itself a great “‘new business getter.”’ 
To help you sell the Palmetto, Stetson is pulling 
out all the promotional stops, with national adver- 
tising beginning soon in ESQUIRE, NEW 
YORKER and SPORTS ILLUSTRATED. 

Store support? That, too! A complete jute pro- 
motion — window display ideas, newspaper ads, 
four color mailer—the full treatment. Write for 
details. The Stetson Shoe Company, Inc., South 
Weymouth 90, Massachusetts. 


Stetson PALMETTO -— In-stock Style 
No. 1990 Natural Color — Style No. 1991 
Black — 1992 Loden Green. 

Unlined, airy, woven jute from India. 
Lightweight leather sole, rubber heel lift. 
It’s naturally ventilated and cool. 


A STETSON DIAMOND JUBILEE PROMOTION e Celebrating 75 Years of Style and Quality Leadership 
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This 
season 
you'll step into 


# | 
J c and like it! 


Who in the world would think of taking jute from fabled India... 
and working it into the season’s smartest and coolest 

slip-on for dress-up casual wear? Stetson has done just that 

for you in its slim styled Palmetto. You’|] find pure 

pleasure in sporting this airy, light weight, strikingly 
handsome footwear around the summer circuit. Look 


for the Palmetto in the better shops near you...or write us. 


fy ~ 


ed 


Style No. 1990. Unlined, light-weight 


leather sole, rubber heel lift. Also in black 4 


A 


ames IT'S COOL MAN, COOL _ 


and charcoal green. ig 


THE STETSON SHOE CoMPANY, INC. 4 


South Weymouth 90, Mass. 2 
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San Francisco Firm Isn’t Leaning on Its Birthday Laurels: 


Werner Co., Age 50, Aims at 20% Sales Gain 


The Bay City’s Frank Werner 
Co. has remodeled its downtown 
men’s shoe store and announced 
plans for an aggressive ad cam- 
paign, to spur increased sales. 


SAN FRANCISCO — The Frank 
Werner Company, a fixture in shoe 
retailing in this city almost since 
the great earthquake, is marking 
its golden anniversary. In celebra- 
tion the company has: 

© Extensively remodeled its men’s 
shoe store at Post St. and Grant 
Ave. in downtown San Francisco. 

® Reopened the men’s shoe de- 
partment in its San Mateo, Calif., 
store. 

© Appointed an advertising 
agency to plan and direct an ex- 
panded promotion campaign. 

® Set a goal of 20 per cent great- 
er sales for this anniversary year. 


Company Policy in Brief—Ove M. 
Wittstock, vice-president and gen- 
eral manager of Werner’s four 
stores in Northern California, says: 
“Our objective is not to have the 
biggest but to have the finest shoe 
business in town. This sums up in 
one sentence our basic and overall 
store policy.” 

The remodeled downtown store 
has been named “The Key.” All pro- 
motion will be tied to the “Key 
Club” idea, with the store being pre- 
sented as “the key to high fashion 
in men’s shoes.” In advertising the 
company has been stressing the 
“quiet, club-like air,” dark stained 
oak paneling, and open displays of 
the men’s shop. 

During the reopening week, Bally 
shoes were on sale at $25 instead of 
the regular $29.95 to $32.50. During 
the following week a similar pric- 
ing system was applied to the 
Stetson line. 


Sales Rose in 59 — The Werner 
Company’s sales in 1959 were 25 
per cent above the 1958 figure. To 
attain its goal of another large in- 
crease this year, the firm plans an 
“aggressive” ad campaign. At least 
five per cent of sales volume will be 
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allocated to the ad budget, and the 
campaign will be concentrated in 
newspapers. 

Since 1952, when Frank Werner 
and his son, Russell, retired from 
the business, the firm has been an 
operating part of internationally 
known Bally of Switzerland. 

“The Bally organization is put- 
ting a personal touch in its service 
to the customer,” says General 


portance, to the customer, of find- 
ing the correct size and fit. Thus we 
carry shoes in seven widths and ap- 
proximately 100 different sizes.” 


Pro-Downtown — Convinced of 
the value of downtown locations, 
Mr. Wittstock has signed new leases 
for the company’s two downtown 
sites, the men’s store at Post and 
Grant, and a women’s store at 255 
Geary St. 


Open display is a feature of "The Key," Frank Werner Company's remodeled men's 
shoe store in downtown San Francisco. Store Manager Bob Evans and company 
officials stress the "quiet, club-like air" of the oak-paneled shop. 


Manager Wittstock. “Although re- 
tailers are being forced into self- 
service by rising staff costs, we be- 
lieve that many customers like to 
be waited upon, to be served and to 
be advised by a shoe salesman.” 


Fashion and Fit—Mr. Wittstock 
says his organization “believes in 
an operation which is based on 
fashion and size and fit.” He points 
out: “Our fashion items are being 
carefully selected from a _ great 
number of excellent resources, both 
here in America and in Europe.” 

San Francisco women are smartly 
dressed and cosmopolitan, Mr. Witt- 
stock claims. 

“We take this into account and 
present to them exciting fashions 
from all over the world. But we are 
also very conscious of fit and the im- 


“The fact that our two other 
stores are situated in suburban 
locations,” he says, “might at first 
seem to be a contradiction of our 
downtown - location policy. How- 
ever, we realize that customers 
often like to shop in their own home 
suburbs. These suburban stores are 
different from our downtown stores 
in merchandising—they feature a 
strong collection of shoes for the 
casual and leisurely way of life.” 
The suburban stores are in Stones- 
town and San Mateo. 


The Man from Zanesville — The 
Frank Werner Company is the out- 
growth of a single independent 
shoe store founded in San Fran- 
cisco’s Phelan Building in 1910. 
Frank Werner had moved to the city 
from Zanesville, O. 
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Branded Footwear Moves into So. California’s ‘Cracker Barrel’: 


Food Chain Finds Shoe Department Profitable 


In Burbank, Calif., a supermarket 
firm has opened its second full- 
fledged shoe department inside 
its stores after the first venture 
proved a financial success. 


By NORMAN PHILLIPS 


BURBANK, CALIF.—Footwear is 
moving into food supermarkets in 
Southern California. A chain called 
C. B. Shopping Centers, Inc., which 
operates food markets under the 


A shoeman, of course, is in 
charge. He is Blake H. Cloward, 
who came to the job after 20 years 
with a large shoe chain operation 
in the Midwest. A year ago he got 
the job of opening the Glendale in- 
stallation. He was told to spare no 
expense within reason but to make 
sure the shoe operation showed a 
profit. It did, as the new assignment 
in Burbank proves. 


He Erred Once — Manager Clo- 


Situated to attract the shopper going in or checking out, shoe department of 
the Cracker Barrel supermarket in Burbank, Calif., presents a clean, attractive, 


modern and uncluttered appearance. 


Contributing to the gross are stockings, 


handbags, jewelry, belts, wallets and shoe dressings. 


name Cracker Barrel, has just open- 
ed a salon-type shoe operation in 
its food store in this city. 

A year-long experience with a 
similar setup in nearby Glendale 
proved so satisfactory that expan- 
sion of the plan was inevitable. 

Far from being a rummage-coun- 
ter type of operation, the shoe de- 
partment is well laid out and nicely 
decorated. Casuals are in the $3.95- 
$10.95 bracket, and dress shoes are 
middle-of-the-roaders running from 
$12.95 to $16.95. 


Part of the Store—The shoe salon 
is definitely not a concession. It’s 
staffed with store personnel and is 
just as much a part of the main 
operation as is the oleomargarine 
and the dried split peas. 
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ward admits to having made one 
mistake in the first installation—a 
mistake which he avoided at Bur- 
bank. At Glendale the shoe depart- 
ment was placed next to the groc- 
ery section of the supermarket— 
but with its own outside entrance. 
To some extent this made it just an- 
other shoe store rather than a part 
of the supermarket. 

At Burbank there is no outside 
entrance to shoes. Instead footwear 
is just another department, close to 
the checkout lanes. Mr. Cloward 
finds that this new arrangement 
creates a strong atmosphere for im- 
pulse buying of shoes. Shoppers 
reach the shoe department’s door- 
way in a buying mood after finish- 
ing their food purchases. 

(There are also those instances 


when the Little Lady buys a pair 
of shoes, adds them to the grocery 
bill to hide the purchase from her 
husband, then complains to him 
about how high food costs are this 
week.) 


Tasteful Decor—Another key to 
the operation’s success lies in the 
fact that, despite the unusual loca- 
tion, there is nothing slipshod about 
the running of the business. The 
decor of the 2000-square-foot salon 
is tasteful. There are carpeted 
floors, smart, modern display cases 
and charmingly decorated walls. 

Styles are up-to-the-minute and 
they are standard brands—no dis- 
count or distress items are stocked. 
Mr. Cloward, with years in the 
business, runs his department with 
all the care of a plush Beverly Hills 
salon. He says: 

“Success in this type of operation 
is no different from anywhere else; 
it is keyed to personal service to the 
customer: proper and careful fit- 
ting, good styling, dependable mer- 
chandise. You have to make the cus- 
tomers happy. Once they’re burned, 
no return!” 


Watching Egg Prices—It’s inter- 
esting to note that Mr. Cloward’s 
business is keyed to the grocery, not 
the grocery to his. He has found 
that a special on shoes won’t bring 
in more grocery patrons, but a 
strong loss-leader in the grocery 
section will up his traffic consider- 
ably. This has brought about the 
strange situation of a shoeman 
watching the price of butter and 
eggs closely, and getting ready for 
a rush day when canned pineapple 
and peaches take a sharp drop in 
price. 

Store hours are the same as the 
market’s: 10 a.m. to 9 p.m., seven 
days a week, including holidays. 

Financially the department is on 
its own. Buying and bookkeeping 
are handled on a separate basis, 
even though the shoe operation is 
part of the market and its profits 
are added to the overall figure. 
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Registration Sets Mark 
For Denver Fall Showing 


DENVER — Because of earlier 
timing, a record number of lines 
has already been registered for the 
Fall Shoe Show of the Mountain 
States Shoe Travelers Association, 
April 24-26. 

D. D. (Tex) Lindley, president of 
the Travelers, said a number of 
wholesalers who have never shown 
here have asked for rooms. By early 
last month, registration had passed 
140. 

Retailers from nine states are 
expected to attend the show in the 





“Salesmen on the Road,” a regular 
RECORDER feature, has been tem- 
porarily discontinued. Bernice S. 
Decker, who compiles it, is cur- 
rently on a leave of absence. 





Albany Hotel. Sunday’s buying will 
be climaxed by a buffet dinner at 
6 p.m. in the Albany ballroom. En- 
tertainment will again be provided 
by the Taylor Club Trio. Monday 
night there will be a dance from 9 
p.m. to 1 a.m. 

A fashion clinic, conducted by 
Vivian Anderson of the BooT AND 
SHOE RECORDER staff, is scheduled 
for 11 a.m. and 3 p.m. Sunday and 
11 a.m. Monday. 

An innovation in prize-awarding 
procedure is planned to encourage 
retailers to visit more rooms and 
see more lines. Retailers will regis- 
ter for prizes in each room they 
visit, with no limit on the total 
number of registrations. 

Travelers will set up their rooms 
Saturday, April 23, and hold their 
semi-annual business meeting at 4 
p.m. that day. 


Project Adds Sales Space, 


Doubles Stock on Floor 


BOSTON — A complete remodel- 
ing job at the Curtis Enna Jettick 
shoe store here has produced a 
larger selling floor and more than 
doubled the size of the stock now 
available on the main floor. 

A major part of the remodeling 
involved the removal of shelving 
tiers which jutted from one side 
wall into the selling space. Another 
phase was completed when a large 
shadowbox in the rear was removed 
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and the rear partition was moved 
forward a few feet. 


Behind this rear wall space, 
which had formerly housed an 
office and a small stockroom, is now 
one large stockroom. Before, only 
about 2000 pairs could be stocked 
on the main floor; now 4500 pairs 
can be accommodated. 


Other new features are a special 
bar for the open display of seasonal 
casuals, and new cane-backed chairs 
upholstered in a deep pink which 
contrasts harmoniously with the 
two shades of gray and off-white 


with which the walls have been 
treated. All woodwork is walnut. 

Manager of the store, at 133 Tre- 
mont St., is John Richard. 


British Exhibitions Slated 


LONDON — The British Upper 
Leather Fair and the British Sole 
Leather Fair, displaying leathers for 
use in spring 1961 footwear, will be 
held at St. Ermin’s Hotel in London, 
May 24 to 26. On the same days, the 
second annual Footwear Components 
Exhibition in Great Britain will take 
place in London’s Washington Hotel. 
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IN STOCK 
No. 495 Dusty Buck 


Long inside counter 


Ortho Heel 


Correct fitting with properly designed shoes 
can help develop straight and sturdy legs. Alden- 
Pedic shoes are scientifically designed to accommo- 
date any prescribed corrections. For normal or 
problem feet Alden-Pedic boy's shoes are America's 
finest. Learn about our Foot-Balance® program today. 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Custom Boolmakers ‘Since 1884 
BROCKTON, MASSACHUSETTS 
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It Pays to Be Gracious: 


‘New Attitude’ Boosts Geuting’s 


PHILADELPHIA —Graciousness 
is selling shoes at the six Geuting 
Shoe Stores in this area. 

Graciousness describes the Geut- 
ing attitude. And the Geuting atti- 
tude is credited by David Miller, 
executive vice-president of the firm, 
for a “very satisfactory” boost in 
sales volume since last summer. 

“We do everything any other shoe 
store does,” says Mr. Miller. “But 
we do it with a different attitude.” 
Since he became executive vice- 
president last August, Mr. Miller 
has stressed attitude as one key to 
successful merchandising. 


Customer is a “Guest” — “Prod- 
ucts don’t necessarily build the 
business,” claims Mr. Miller. “Shoes 
are the same wherever a_ person 
buys them. The only thing that 
makes the customer come to this 
store is the manner in which she is 
treated by the sales personnel.” At 
Geuting’s, a family shoe operation, 
the customer isn’t just a potential 
sale — she is a guest. In recent 
months particularly, Geuting’s 
salespeople have been working for 
the customer. 

“We treat every customer as 
though he or she were a visitor in 
our own living room,” Mr. Miller 
points out. This new attitude has 
been enthusiastically accepted by 
the staff and has brought good sales 
response. But it is not a subservient 
attitude, Mr. Miller stresses; rather, 
it lets the salespeople know they 
are ladies and gentlemen serving 
ladies and gentlemen. 

“We believe the salesperson who 
serves the public without being 
gracious has missed the whole point 
and purpose of his work,” states the 
Geuting creed. 


Additional Changes — Other 
things have changed at Geuting’s 
too, though Mr. Miller claims 
nothing has been as important as 
the new enthusiasm of the person- 
nel and the new approach to cus- 
tomers. 

There was some rearrangement 
of departments in the company’s 
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downtown store. 

Refinements have been made in 
the firm’s advertising, and lineage 
has been increased. And a sales 
training program has been investi- 
gated and launched. 

The first of a series of new ad- 
vertisements—which surprised even 
Mr. Miller by its excellent pulling 
power—was an institutional ad in 
a Sunday newspaper. It carried pic- 
tures of each member of the store 
staff together with their names and 
the number of years each has served 
the public at Geuting’s. Shown in- 
side a large frame were the brand 
names carried by the firm. 

Mr. Miller also promoted “crazy 
sneaks” for the younger set. Young- 
sters bought white sneakers and 
store personnel dyed them the de- 
sired color. Some were dyed in two 
colors, some spotted or striped. 


Stress Proper Fit—Geuting’s also 
places strong emphasis on the prop- 
er fitting of a customer. Store ex- 
ecutives say there has never been 
an excuse for not seeing to careful 
fit. 

For the future, Geuting’s has 
plans for a complete remodeling of 
its store in Ardmore, a Main Line 
suburb, as well as its downtown 
outlet this summer. 

“No retailer should think he has 
to do everything in order to get the 
sales,” Mr. Miller sums up. “All he 
has to do is to do more than his 
competition. Competition is the par, 
and the degree to which you operate 
over that par is the degree to which 
you will be successful.” 


Veteran Shoeman—The executive 
vice-president of Geuting’s—a re- 
tail subsidiary of International 
Shoe Company—is a member of a 
shoe family. He himself had 10 
years’ experience in wholesaling, 
four years’ background as sales 
manager of Palizzio, Inc., and two 
years with Matrix Shoes, a division 
of Palizzio. 

He came to Geuting’s from John- 
son, Stephens & Shinkle Shoe Com- 
pany in St. Louis. 


Canton Retail Group 
Stages Show in Hotel 


CANTON, O. — The Downtown 
Retail Shoe Merchants Association, 
organized here only a month ago, 
joined in sponsoring a week-long 
“Shoe Spectacular” March 20-26. 
Highlight of the pre-Easter pro- 
motion was a two-day shoe show 
for the public in the St. Francis 
Hotel. 

The 20 participating firms sought 
to stimulate interest in current shoe 
fashions, spur sales, and “impress 
upon the public the tremendous as- 
sortment of shoes, regardless of 
price, style, color or category, that 
is offered by Downtown Shoe Re- 
tailers.” 


Clubs Invited—Jacques Gale of 
Shirley Shoes, association presi- 
dent, invited members of some 300 
organizations to the hotel shoe 
show. Admission was free and the 
show was open from 1 to 6 p.m. on 
a Sunday and 10 a.m. to 10 p.m. the 
next day. 

Each store was assigned an 8-by- 
3-foot table to display its shoes. In 
addition each firm supplied one out- 
standing shoe for an unlabeled cen- 
ter grouping. “Now is the time . 
to buy your Easter shoes,” banners 
proclaimed. 

Also at the hotel were leather 
exhibits and a 17-foot layout ex- 
plaining how shoes are made. 


Use Newspapers, Radio—To pro- 
mote the “Spectacular,” downtown 
retailers bought 85 radio spots dur- 
ing a two-week period, and each 
participating store advertised in the 
Canton Repository. Radio inter- 
views and newspaper stories and 
pictures of spring footwear helped 
boost the promotion. 

Officers of the retail organization, 
besides Mr. Gale, are: vice-presi- 
dent, Manny Smith, Canton Shoe 
Market; secretary, Frank Fleischer, 
Fleischer Shoes, and_ treasurer, 
Fred Day, Walker’s Clothing. 

Serving on the show committee 
were Lou Corman, John Stickney, 
Morris Kelin and Mr. Gale. 

A fashion show for teenagers is 
planned later. 
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Back Door’ Gives Way to Uniqu 


‘ 


e Shopping ‘Promenade’ 


Knoxville's Spence Shoe Company—before and after construction of "Promenade" at rear to rejuvenate a downtown block, 


KNOXVILLE, TENN.—A unique 
remodeling project has transformed 
the back-door area of Spence Shoe 
Company and seven other retail 
stores in the heart of downtown 
Knoxville into an attractive “Prom- 
enade.” 

The rear of the block-long group 
of stores was completely redone 
prior to their reopening last month. 
Now the stores’ back-door facade is 
rated as attractive as the front. 

Shirley Spence, president of the 
shoe firm, said the renovation began 
last June under auspices of the 
Downtown Knoxville Association. 
New display windows were put in 
overlooking a cement ramp. A mov- 
ing sidewalk carries shoppers di- 
rectly to the Promenade’s shop en- 
trances from a paved parking lot 
below. The promenade deck fea- 
tures a covered roof and runs the 
entire length of the eight shops. 

The completely remodeled Spence 
Shoe Company is on the Prome- 
nade’s south edge. During the open- 
ing ceremonies, spring styles of 
Vitality and Florsheim were fea- 
tured along the ramp’s_ exhibit 
space. 

At the dedication were Pierce 
Magee and Allen Alexander of 
Florsheim Shoe Company, and C. L. 
Hein and Heywood Dillingham of 
International Shoe’s Vitality divi- 
sion. 
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How Many Canvas Casuals? 500 Guess in Day 


DECATUR, GA.—For the opening 
of the canvas casual season, Smith 
Shoes staged a promotion that drew 
500 persons in one day despite icy 
streets—a reminder of the worst 
snow and ice storm in the South in 
25 years. 

In its window, the store displayed 
all the canvas items carried in stock 
for men, women and children. 
Among them was a nail keg packed 
tight with canvas shoes. Manager 
A. L. Cochran invited the public to 
guess how many shoes were in the 
keg and in the window—counting 
single items, not pairs. 


Prizes Listed — For the closest 
answer the store offered a pair of 
canvas shoes of the winner’s choos- 
ing for every member of his family. 
Second prize was two pairs of can- 
vas footwear; third prize was one 
pair. 

To promote the two-week contest, 
the store ran 4-by-8-inch newspaper 
ads in the local weekly in this At- 
lanta suburb, and bought two radio 
spots. 

“By 3 o’clock in the afternoon 
of the opening day, we had some- 
thing like 400 people registered,” 
said Manager Cochran. “Consider- 


ing the weather, this was remark- 
able.” Helping draw the crowd was 
a costumed clown with a noise- 
maker who stood in front of the 
store, giving balloons to children. 


Interior Display — “To create 
traffic all the way through the 
store,” Mr. Cochran placed the bal- 
lot box in the rear. On one wall he 
hung a sample of every canvas 
casual in stock. A salesgirl paraded 
through the store modeling the 
shoes. 

According to Mr. Cochran, the 
promotion accomplished its job in 
calling attention to the advent of 
the spring-summer casual season— 
and tallied some sales as well de- 
spite the inclement weather. 

“It’s been a good stunt and it 
didn’t cost us much to put it over,” 
he said. 


Import Section at Nordstrom’s 

SEATTLE, WASH.—Nordstrom’s 
has consolidated all of its imported 
shoes in one department of its main 
store here. David Slavin is in charge 
of the department, which will handle 
British Brevitts, Amalfi of Italy, 
and Bally of Switzerland. 





‘Fine Arts’ Theme Keys Swope’s Windows 


ST. LOUIS—St. Louis downtown 
shoppers were treated to a series of 
outstanding window displays dur- 
ing March, when Swope’s Shoe 
Store built its spring promotion 
around a “fine arts” theme. 

Five oil paintings, on loan from 
a local gallery, were used as focal 


points to play up women’s spring 
footwear. Under each painting was 
a card reading “Spring Gallery Ex- 
hibition—Fine Art—Fashion Foot- 
wear.” With this heading was listed 
the color to which the painting tied 
in, such as “This spring it’s BLUE” 
or “This spring it’s BONE.” 


Fabric Background—For the dis- 
play of bone pumps and ties, the oil 
painting used was a wheat-colored 
landscape framed in gold. A length 
of fabric was draped over the pic- 
ture frame and down onto the floor 
of the window, and served as a 
background for showing shoes, 
hosiery and coordinated handbags. 

The store’s black patent leather 


pumps, slings and sandals were 
grouped around a starkly black-and- 
white painting over which a cas- 
cade of black and white embroi- 
dered linen was draped. 

An all-blue seascape was used to 
play up navy shoes for St. Louis’ 
spring. This painting, along with 
the other four, was spotlighted from 
above to attract full passerby atten- 
tion in daytime or evening hours. 
Low, easel-type stands held the 
paintings about eight inches off the 
beige-carpeted floor of the windows. 


Branded Lines Shown — Two 
paintings paid tribute to branded 
lines, one for Naturalizer and one 
for Selby. In these displays several 
colors of footwear were grouped 


Oil painti f int: h f ii in vl “ t . ; ight 
painting of seascape points up navy shoes for spring in window a Suape'e around vari-colored oil paintings. 


Shoe Store, St. Louis. The painting was part of a “fine arts" group. 
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Another break-through by Princeton! The beauty 
and character of genuine Scottish lamb are no 
secret...and neither is its usually prohibitive 
high cost for boot linings and trimmings. Now... 
here is an exciting new fabric that is its amazing 
man-made counterpart to put new fashion excite- 
ment, and utility into cold weather footwear. Dyna- 
lam is faced with 100% Dynel modacrylic fiber. 
Already it is getting rave notices from America’s top 
makers who are planning it as a “hot” leader for 
their lines. It’s destined for a key role in boosting 
boot and shoe business. It’s dynamic, it’s Dynalam. Sa 


PRINCETON MILLS 


450 SEVENTH AVE NEW YORK 1. NY A Division of Burlington aici 


Boot and Shoe Recorder 





eWhat’s New 
Slim, Trim Casual 


“Show Offs" is what Ed White Junior 
Shoe Company, Paragould, Ark., calls 
this Ripple Sole casual. A fluted plug 
tie tops off the vamp. The glove leather 
comes to a sharply-defined point at the 
toe. White in AAA, 5-10; black in AA, 
‘4-10; tan in B, 342-10. 





Stainless Cream Polishes 

A NEW line of stainless, odorless 
“whipped cream” polishes has been 
added by Esquire, New York, to its 
Lady Esquire family of women’s 
shoe care products. 


The firm is marketing a “Royale 
Creme Shoe Polish” in six fashion 
colors — brown, black, blue, red, 
patent and natural. Each is pack- 
aged in a screw-top jar and individ- 
ually boxed. 

The new line is being advertised 
in fashion magazines — a new 
medium for shoe polish ads. The 
company’s original Lady Esquire 
line of scented areosol products was 
introduced six months ago. 


Counter Material Supplied 


With Activating Powder 


AQUA-CELASTIC, a new coun- 
ter material, has been introduced 
by the Wasco Products Company, 
Cambridge, Mass. 

Aqua-Celastic reaches the shoe 
manufacturer in flat sheets of a 
flexible, resin-impregnated fabric. 
With these sheets are plastic bags, 
each of which contains a measured 
amount of activating powder. 

In the shoe factory, counters are 
dinked out and then placed in a 
solution made by mixing the pow- 


der into a prescribed amount of 
ordinary tap water. Within two to 
four hours the counters have set 
hard enough for handling, and the 
hardened counter can safely be in- 
serted in the counter pocket. 

Once activated, it is said, these 
counters cannot be reactivated by 
either heat or moisture and will 
retain their hardness and resilience. 
Furthermore the activating solu- 
tion is non-flammable, non - toxic 
and will not stain patent or colored 
leathers. 

Other advantages claimed are 
that these counters adhere posi- 
tively to both upper and quarter 
lining in most shoe materials; that 
their use reduces the chance of 
operator errors in insertion and 
lasting; and that they conform ex- 
actly to the shape of the last and 
provide a firm, superior top line. 


Wax-and-Silicone Spray 
AN AEROSOL shoe spray blended 
from wax and silicone is being mar- 
keted by Kiwi Shoe Polish Company 
Pty. Ltd., Pottstown, Pa., under the 
(CONTINUED ON NEXT PAGE) 





This newest fabric development from famous 
Princeton Mills represents another textile triumph 
with Dynel. Only with 100% Dynel facing could 
a pile fabric be perfected to replace costly Scottish 
lamb for boot linings and trim. Lustrous, with 
beautiful depths of color, it’s the most exciting 
fashion news of any footwear season. And, thanks to 
Dynel, it keeps its frisky ways and lively sparkle 
through wear and weather. Choose it to put top 
sales appeal into the lines you promote and sell. 
Textile Fibers Department, Union Carbide Chemicals Company, Division of Union 
Carbide Corporation, 100 East 42nd Street, New York 17, New York. Offices in Boston, 


Mass. at 300 First Ave., Needham Heights; Charlotte, N. C. at 1213 Liberty Life Bidg 
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TEXTILE in Canada, Union Carbide Canada Limited, Montreal, Quebec; Toronto, Ontario. 


FIBERS “Union Carbide” and “Dynel” are trademarks of Union Carbide Corporation 
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name “Kiwi Spray Shine.” The 
product is said to shine without 
buffing and to clean as it shines. 


Lamb-Like Fur Fabric 


DYNALAM, a new 100 per cent 
Dynel fur fabric resembling Scot- 
tish lamb, has been developed by 
Princeton Mills, New York. Avail- 
able in black, gray and tan, the 
fabric is being marketed as a sub- 
stitute for Scottish lamb in boot 
and shoe trimmings and linings. 


e Retail Sales Aids 


Do-It-Yourself Packaging Kit 

AN eight-piece “Design Your 
Own” packaging kit is being sup- 
plied by Wolf Brothers, Inc., Phila- 
delphia packaging firm, for “the 
store owner who wistfully wishes 
he could express his packaging 
ideas but is stopped by a lack of 
art training.” Included in the kit 
are an acetate designing pattern, a 
special acetate drawing pencil, an 
assortment of papers, a variety of 
alphabets and an instruction book- 
let. 


e Retail Openings 


New Joseph Shoe Salon 

CHICAGO — The sixth unit of 
Joseph Salon Shoes in the Chicago 
area opened in mid-March at the 
Old Orchard Shopping Center in 
suburban Skokie, Ill. The lower 
level of the bi-level shop, which 
carries out a French theme, simu- 
lates a New Orleans courtyard; 
the upper level has been likened to 
a room at Versailles. 

The lower floor, devoted to casual 
shoes, embodies such physical fea- 
tures as climbing vinery, a pink 
gardenia tree in bloom, tile walks 
and parasol-covered garden tables. 

The upstairs combines an off- 
white, gold-flocked wallpaper with 
gold carpeting. Along one wall is a 
huge mirror ornately framed in 
gold leaf. A spectacular breakfront 
and an antique brass chandelier from 
a French chateau are other features. 

ce +. e 

Felsway Shoe Corporation opened 
units last month in the Ellisburg 
Circle Shopping Center, Haddon- 
field, N. J.; the East Hills Shopping 


Center, Pittsburgh, and the Oakdale 
Shopping Center on Long Island. A 
spring opening is also planned for 
a 6600-square-foot department in 
“a major discount store on Long 
Island.” The company plans a total 
of eight to ten new units during 
1960. 

Felsway recently completed re- 
modeling of its new offices and 
warehouse at 75 Ninth Ave., New 
York. The warehouse contains 35,- 
000 square feet and is fully ser- 
viced by conveyors. 

e * e 

Edison Brothers Stores, Inc., 
opened a Baker’s and a Chandler’s 
in March, both in the Wheaton 
Plaza Shopping Center, Wheaton, 
Md., near Washington, D. C. The 
Chandler’s salon has a 33-foot wide 
facade of glass, mosaic tile and 
colored stone. Part of the exterior 
facing is carried into the 5000 
square feet of interior. Joe Jeffries 
manages the unit. 

In the new Baker’s orange accen- 
tuates the white and beige tones of 
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Don't Take Chances with Your Customers’ Comfort! 


There is only one scientifically designed and Tested Arch-Top Cookie _ 


Combination in the market today!! 
INSIST ... DEMAND .. 


Only Modern's C-5 positions accurately, 


SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 


584 Broadway, New York 12, N. Y. 


. only the Original C-5 
Arch-Top Cookie Combination by Modern 


: automatically, 
all guesswork to give wearer absolutely correct longitudinal support. 


—GREAT GOOD WILL BUILDER 
—OFFERS EASY EXTRA PROFIT—PRICED RIGHT TO YOU 
Sizes for Men, Women, Children 


what's the price of 


customers these days? 


Ever consider the cost of a new 
customer? The time, effort, ex- 
pense of luring him into your store. 
Transient shoppers, with no loyalty 
for any one retailer, make the 
average cost out of proportion to 


the sale. 


eliminating 


customers. 
for years. 





Repeat customers lower the 
average cost and mean 
greater profits. The aston- 
ishing increase in Foot-So- 
Port sales is based on 
peat” business. We like these 
You will too... 


$O12 
TAN LUXOR CALF 


Murebeck 


same FOOT-so-PORT 
by [4] 35 


“The only shoe of its kind in America” 


FOOT-SO-PORT SHOE CO. oconomowoc, Wis. 
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the interior. A 40-foot combined 
hosiery, handbag and cash stand of 
contemporary design dominates the 
front of the store. Leonard Mar- 
tinko is manager. 

we a 7. 

Edison Brothers also opened its 
third Baker’s store in Phoenix, 
Ariz., in the new Tower Plaza shop- 
ping center. Decor of the store is 
modern, with the entire front con- 
sisting of large window panes rest- 
ing on brown, pink and white ce- 
ramic tile piers. The outlet is 38 
feet wide with a store depth of 150 
feet. Vince Marcantonio was ap- 
pointed manager. 

* * se 

Children’s Shoeland, said to be 
the first retail operation in Burling- 
ton, Vt., to specialize in children’s 
shoes, has opened on the second 
floor of Magram’s Fashion Shop. 
The department, managed by Charles 
Lemieux, features footwear in sizes 
for toddlers to teens, as well as 
prescription shoes. 

e J e 


The Mueller Shoe organization. 


operated by Richard J. Mueller and 
Vincent Kracht, is opening a leased 


department for juvenile footwear 
in Barna-Bee Children’s Wear at 
Eastland Shopping Center, Detroit. 
Bob Shay, who has been at Muel- 
ler’s main store on Kelly Road for 
three years, is manager of the new 
department. Mueller also has stores 
in Ruseville and St. Clair Shores, 
Mich. 


Vogue of Houston Adds 10th 


HOUSTON—Vogue Shoes, Inc., a 
locally owned operation, has an- 
nounced the opening of its 10th 
store, a suburban unit at Post Oak 
and Westheimer Roads. 

The store occupies more than 
5500 square feet of floor space, with 
$150,000 invested in new stock and 
fixtures. An Oriental decor is fea- 
tured throughout. 

In addition to the lines of wo- 
men’s footwear, a new accessories 
department has been introduced 
with a broad selection of handbags, 
hosiery and other items. Children’s 
apparel will also be featured. 

“Vogue Post Oak is the climax of 
an expansion program we initi- 
ated four years ago,” said Harry 
Susman, president of Vogue. 


The Vogue management group 
also includes Lester Rosen, vice- 
president; Charles Susman, vice- 
president and secretary, and A. L. 
Cohen, treasurer. 

e @ « 

Hill Brothers Stores, a chain of 
self-service outlets, opened two 
new units in the St. Louis area 
during March. One is in East Alton, 
Ill., the other in the new Dellwood 
Shopping Center in northwest St. 
Louis County. All Hill Brothers 
stores advertise any two pairs of 
children’s shoes or any two pairs of 
women’s and teens’ flats for $5. 

a ” ~ 

The Guarantee Shoe Company in 
Little Rock, Ark., has added a large 
aquarium to its children’s shoes 
section after reopening in more 
spacious quarters at 304 Main St. 
Manager Lloyd Nofziger will con- 
tinue to manage the Little Rock 
store while Mrs. Nofziger remains 
manager of the Shoe Center in the 
Lake Hill Shopping Center. The 
company also operates a store at 
Stuttgart, Ark., and Mr. Nofziger 
plans to open another unit in the 
Park Plaza Shopping Center. 
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¢ About Shoe People 


Robert Shapiro of Gold Seal Rub- 
ber Company and William G. Kaye 
of Converse Rubber Company hold 
key posts with the Combined Jewish 
Appeal of Greater Boston in its cur- 
rent drive. Mr. Shapiro is general 
chairman of the young adult divi- 
sion and Mr. Kaye is advance gifts 
chairman. 

o © e 

John MacKinnon, who for six 
months has been manager of the 
Thayer McNeil branch store in Co- 
hasset, Mass., has bought the busi- 
ness and will operate it under the 
name of MacKinnon’s Shoes. He 
plans to retain many of the lines 
previously carried and add a few 
new ones. Eventually he will turn 
the business into a family store 
by adding men’s and boys’ lines. 
Mr. MacKinnon has been associated 
with the Thayer McNeil Company 
for approximately 30 years. 

. e o 

William A. Donovan of the B. F. 
Goodrich Footwear and Flooring 
Company, Watertown, Mass., acted 
as moderator at the 1960 Metropoli- 


tan Conference of the American So- 
ciety for Quality Control held re- 
cently in New York. Mr. Donovan is 
senior quality control engineer for 
the Watertown company. 
. e * 

Frank Strauss has joined Arnold 
Constable, NeW guess 
York, as buyer and (Ry 
merchandiser of 7 
women’s and chil- 
dren’s shoes and # 
slippers for the 
firm’s Fifth Ave- 
nue and suburban 
stores. Mr. Strauss 
was formerly vice- 
president of A. S. 
Beck and, prior to 
that, buyer and FRANK STRAUSS 
merchandiser of shoes for R. H. 
Macy. 


Robert P. Settle, president of 
Settle-Holbrook Company, Inc., the 
oldest shoe store in Danbury, 
Conn., is retiring from business. 
He joined the firm 46 years ago as 
a clerk. 


Charles Hartman and Samuel 
Leavitt have been inducted into the 
Twenty-Five Year Club of H. Scheft 
Company, Boston, operator of shoe 
stores and leased departments. 

. e e 


Paul Braun, 21, is the new man- 
ager of the G. R. Kinney unit in 
Portsmouth, O. With the chain 18 
months, he was an assistant store 
manager in Pittsburgh, and earlier 
he worked in a Kinney store in his 
native city, Butler, Pa. 


Earl B. Hempel, Bernard Schett- 
ler, Philip Soppel and Daniel O. 
Young, all of Columbus, O., were 
inducted into the Twenty-Five Year 
Club of Shoe Corporation of Amer- 
ica at a recent banquet in Colum- 
bus. Also admitted to the club were 
Robert J. Batson, Joliet, Ill.; Lester 
A. Flynn, Jacksonville, Fla.; Wil- 
liam K. Jacobson, Covington, Ky.; 
Gene Morris, Muscatine, Iowa, and 
Edwin R. Shekell, Connersville, Ind. 


Thomas DeMent has been named 
general manager and buyer for the 
shoe departments of Cohen-Robin’s 
downtown and Northside Shopping 
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CAVALIER IDEA for 
__the SHOE MAN... 


TINT WHITE SUEDE SHOES — 
ANY COLOR with 


CAVALIER 
SPECTRUM DYES 


Cadence Step Insoles provide mild meta- 


tarsal and longitudinal support. 
over 
and the sponge rubber 
bottom cushions the step. 
SCOTEX leather. Insole is perforated to 
allow free passage of air. 

Each pair attractively packaged and 

cellophane wrapped 


Rubber extends 
the foot... 


Men's sizes 6 - 13 


Foam 
entire area of 


Topping is 


Ladies’ sizes 4-10 


STOCK NO. 704 


$15.60 Dz. Pr. 


Mail Orders Promptly Filled 


$177.85 Gr. Pr. 


Write for FREE Full-Line SCOTT CATALOG 
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FOOT APPLIANCE CO. 


Developed with Allied Kid Company's Vodelle Suede. Can be 
tinted as easily as satin, rayon, or linen, to any color you wish 
with the Cavalier Spectrum Dye Set. It's a complete laboratory 
in a small space. (If you already have a Spectrum Dye Set, 
all you need is Cavalier MORDOX, the penetrant and leveling 
agent.) Over 150 colors and formula on Color Guide to help 
you use the 8 basic colors of Spectrum Dyes—complete with 
directions and all the necessary equipment. 
For more information, prices, and literature, 
write: 


The Mark of Quality 


CAVALIER CO. 


1201 KEY HIGHWAY, BALTIMORE 30, MD. 


1701 WEBSTER ST.-OMAHA, NEBR. 


West coast factory: 


Oakland 20, Calif. 
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Gov. Steve MecNichols of Colorado re- 
ceives specially designed boots from 
John Justin, Jr., mayor pro tem of 
Fort Worth, Tex., and president of Justin 
Boot Company. The boots are black 
with vari-colored trim—the blue colum- 
bine, Colorado's state flower, on the 
front and a map of the state on the 
back. Initials are in white leather. 


Center stores at Winston - Salem, 
N. C. For several years he had 
been manager of the shoe depart- 
ment of the Arcade Fashion Shop 
in the same city. 
7. e o 
John H. Healy, who operates two 
stores of Healy’s Quality Shoes in 
Denver, has named Bill Smykal as 
manager of his original store in 
Phoenix, Ariz. Mr. Smykal, who has 
been in retailing in Phoenix for 12 
years, succeeds Fred Bahr. Mean- 
while Mr. Bahr has taken control of 
a shop of his own, the Men’s and 
Boys’ Store in downtown Spokane, 
Wash. 
. + o 
Miss Dianne Aubineau has been 
named advertising director for 
Sommer and Kaufmann, major San 
Francisco shoe retailing firm, suc- 
ceeding Marian Wood, who resigned 
in January. Frank C. Brandon, ex- 
ecutive vice-president, said Miss 
Aubineau will direct an expanded 
advertising and sales promotion 
program. She was formerly with 
Carson Pirie Scott Company, Chi- 
cago, and with Lord’s Department 
Store, Evanston, IIl., as art director. 
+ . a7 
Richard Rogers, formerly assis- 
tant manager at the Wetherby- 
Kayser store in Santa Ana, Calif., 
has been named manager of the 
Wetherby store in Pasadena. Sol 
Ackermann, who was manager of 
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the Pasadena store, has been ap- 

pointed manager of the North 

Hollywood store at the Valley Plaza 

Shopping Center. 
2 


In Allied Fields... 


Arthur F. Brown, president and 
treasurer of Reilly, Brown & Tap- 
ply, Inc., an advertising agency op- 
erating extensively in the shoe in- 
dustry, has been named Boston’s 
“Adman of the Year” by the Junior 
Advertising Club of that city. Mr. 
Brown is a charter member of the 


junior club and is currently serv- 
ing as secretary of the senior group. 
His firm’s accounts include such 
companies as Ripple Sole Corpora- 
tion and Beebe Rubber Company. 
* o e 

Jane Wheeler, fashion coordi- 
nator for the Colonial Tanning 
Company, Inc., Boston, was recently 
awarded the “Air Chief Plaque” of 
Mohawk Airlines in recognition of 
the many miles she has traveled 
over Mohawk’s air routes. Mohawk 
is said to be the only airline which 
so honors its women passengers. 
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One Investigation at a Time: 


Labeling Vies with Payola Probe for Attention 


WASHINGTON, D. C.—A bill to 
reguire labels in shoes is to re- 
ceive “serious consideration” in the 
crowded competition for public hear- 
ings in the House of Representa- 
tives. 

Chairman Oren Harris of the 
House Commerce Committee has as- 
sured Rep. Charles O. Porter (Ore- 
gon Democrat) that the Porter label- 


ing bill (H.R. 1320) is high on the 
committee’s list of subjects to be 
investigated. 

But the Harris committee in re- 
cent weeks has been busy inves- 
tigating charges of payola in the 
broadcasting and entertainment in- 
dustries. Because of the wide scope 
of the investigation and the election- 
year interest in the charges of pay- 





HAME 


SHOES LOOK NEW LONGER 


LEATHER LININGS 
Kid © Sheep ¢ Lamb 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


DISCRIMINATING BUYERS PREFER 


with Hamel Leather Linings 


Hamel Kid, Sheep and Lambskin Linings 


L. H. HAMEL LEATHER CO. 


Haverhill, Mass. 


World’s Largest Tanners of Leather Linings 


SALES AGENTS... John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 
John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 


G. Blain, Philadelphia, 


Pa.; Norman Neltson, St. 





Paul, Minn.; Newman-Heminger 


Leather, Inc., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 
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off, there is almost no limit as to 
how long the payola investigation 
will run. And no other investiga- 
tions, except those of the most urg- 
ent nature, will be undertaken for 
some weeks to come. 

As Congressman Harris puts it: 

“Dear Charles . . . Your request 
for an early hearing on this proposed 
legislation (shoe labeling) will cer- 
tainly be given serious considera- 
tion, in keeping with the busy 
schedule of the committee.” 

(Translation: When and if we 
finish the payola hearings, your 
bill stands as good a chance as any 
other for public hearings.) 


e Trade Literature 


Goodyear Reports on Best 
Year in Financial Review 


THE LARGEST sales and profits 
in the history of The Goodyear Tire 
& Rubber Company, Akron, O., are 
reported for 1959 in a special re- 
view edition of “The Wingfoot 
Clan” circulated to Goodyear em- 
ployes. The company reports a total 
income of $1,585,718,260 and earn- 
ings of $76,008,956. 

The publication, in magazine for- 
mat, reports in everyday language 
on the company’s financial and 
business operations. Included is an 
article on the Goodyear Shoe Prod- 
ucts division, which reportedly 
“kept pace with the overall growth 
of the company in 1959.” Increased 
research activity, new products and 
continued emphasis on cost reduc- 
tion “‘to improve the close competi- 
tive situation” at the Windsor, Vt., 
shoe products plant were men- 
tioned. 


The Vinyl Fabric Story 


THE story of Federal Industries, 
Inc., and its Federan vinyl fabric is 
told in a colorful, eight-page bro- 
chure issued by the Belleville, N. J., 
firm. The brochure discusses and 
illustrates the raw materials that go 
into the vinyl fabric, the production 
process, the testing that follows, and 
the merchandising and promotion of 
the product. 

Federal Industries, which began as 
the Federal Leather Company in 
1919, today employs over 850 and 
operates a 22-acre plant, the bro- 
chure points out. 
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Manufacturing News 





Milwaukee Shipments 
Run Behind Last Year 


MILWAUKEE — Spring footwear 
shipments are still under last year’s 
totals by a small margin. Retarded 
factory shipments are generally at- 
tributed to the unrelenting winter 
weather. 

A typical interview with a shoe 
plant spokesman illustrates this 
viewpoint. 

Question: “How are the re-orders 
coming in for spring shoes?” 

Answer: “Are you kidding? Look 
out the window at the piles of snow. 
And it is still coming down!” 


Outlets Hit Hard—Retail outlets 
here have been hit hard by the bad 
weather. A number of seasonal pro- 
motions have been hampered by 
crippling snowfalls since the start 
of the year. 

First quarter figures are proving 
a little better for most men’s shoe 
producers than had been antici- 
pated. The year was marked by a 
sluggish start, but late February 
and mid-March orders for dress 
shoes sparked some improvement. 


Slow Mail Orders—The soft spot 
continues to be the dealer mail or- 
ders. Retail traffic in many parts of 
the country has been feeling the ill 
effects of the winter’s peak snow 
falls. One factory executive said, “I 
can’t understand why our mail or- 
ders aren’t stronger. The general 
economy appears to be sound. It 
must be the stubborn winter. All we 
need is a week or two of sunny 
weather and all our problems will 
be solved.” 

The approach of the Easter holi- 
day is stimulating men’s dress shoe 
ordering. But semi-dress and work 
shoe production figures continue to 
cling to a disappointing level. 


Show Healthy Comeback — Chil- 
dren’s lines are working at capac- 
ity. Producers of youngster’s shoes 
claim that business has been show- 
ing signs of a healthy comeback in 
recent weeks. 

Some brighter news stems from 
makers of women’s boots. Orders 
for next season’s boots are well 
ahead of last year, according to re- 
ports. 
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Orders for White Lag in St. Louis 


ST. LOUIS—Factory activity for 
St. Louis producers is mixed. It 
ranges from quite busy to admit- 
tedly slow. 

Orders are coming in steadily for 
some juvenile manufacturers. Wo- 
men’s houses and women’s in-stock 
departments are lagging well behind 
the anticipated pace for this time 
of year. The cause of the lag is 
“retail standstill.” The cause of the 
standstill is the weather from coast 
to coast. 


Whites Are Disappointing—Wo- 
men’s whites are pointed to as dis- 
appointing. Producers indicate that 
their major accounts ordered a 
larger than normal number of pairs 
for January and early February 
delivery. Except in the southern 
belt, smaller retailers appear to be 
postponing the start of their white 
pairs to clear in 1960, and are there- 
fore proceeding cautiously now. 

Heavy snow and severe weather 
conditions generally have further 
retarded the white business, sources 
note. With fashion forecasters 
pointing to 1960 as the biggest 
white shoe year for women in many 





Leather Price Reductions 
Help California Producers 


LOS ANGELES — Manufacturers 
in southern California found relief 
when a drop in leather costs helped 
put them in a position to make price 
adjustments back to a more reason- 
able level. 

The price drop is not down to last 
year’s point but it allows enough 
leeway to give a great deal of help 
to the industry. One manufacturer 
interviewed said he thought public 
resistance to the higher prices forced 
the reduction, particularly in the 
medium to lower end lines. 

The public balked at paying $6.95 
for a shoe they had been buying at 
$5.95. 

Most manufacturers feel the com- 
ing season is bound to be a good one. 
The rainy weather, more prevalent 
in southern California this past 
winter, helped put a lot of shoes out 
of commission and replacements will 
be needed. 


years, the sluggish pace of white 
orders is being watched with con- 
cern by many in St. Louis houses. 


Snow Hampers Workers—Weather 
(CONTINUED ON PAGE 123) 


Men’s Producers Note 


Healthier Conditions 


BOSTON — Healthier conditions 
now prevail in New England fac- 
tories making men’s shoes. 

Through February and part of 
March many manufacturers found 
it difficult to pérsuade retailers of 
men’s shoes to place orders for more 
than a fraction of their normal late 
spring and summer replacements. 
Then the picture changed. While 
nothing even remotely resembling a 
buying splurge has developed, there 
is more active buying of medium 
and lower grades than since this 
time last year. The heaviest demand 
has been for casual types, styled to 
make them acceptable for both 
street and casual wear. 


Getting Opinions — In the wo- 
men’s segment of the industry, bet- 
ter grade factories have completed 
a good spring run and some are 
showing their fall lines to key re- 
tailers whose opinions are valued. 
Spottiness continues, however, in 
many factories making lower grades. 

All manufacturers are looking 
forward to healthy re-orders which 
should be coming in soon. Several 
have their salesmen in the field. 


Hand-To-Mouth — In the mean- 
time, the leather market has been 
quiet. Prices are pretty much un- 
changed and few really large orders 
are on tannery books. Buying has 
been on a hand-to-mouth basis for 
some time. 

Tanners report that their total 
volume at the end of any given 
week is “fairly satisfactory.” Rush 
orders have been received for bone 
and white, two colors which have 
been selling in volume in all parts 
of the country. Sampling of both 
leather and fabrics for fall lines 
has been good. 





Salesmen + Suppliers 





NSMA Adopts 5-Point Import Plan 


Directors of the manufacturers’ 
group have approved a program 
intended to “avoid disruption of 
the domestic industry” by im- 
ports from low-wage nations. 


PALM BEACH, FLA.—The Na- 
tional Shoe Manufacturers Associa- 
tion’s board of directors has adopt- 
ed a five-point program “to provide 
for orderly marketing of imports 
and to avoid the disruption of the 
domestic industry by a flooding of 
imports from low-wage countries.” 

The program, submitted by 
NSMA’s Imports Committee, was 
approved at the association’s third 
annua! All-Directors’ Congress here. 


The Five Points—NSMA agreed 
to: 

© Attend the “peril point” hear- 
ings before the Tariff Commission 
in late spring to present the foot- 
wear industry’s case against fur- 
ther reduction of tariff duties on 
imported leather footwear. 

® Support the House Concurrent 
Resolution on the Bailey Bill, which 
would instruct the President and 
the Secretary of State not to nego- 
tiate further tariff reductions under 
GATT (the General Agreement on 
Tariffs and Trade). This bill has 
been sponsored by some 22 repre- 
sentatives and is variously known 
as the Oliver Bill or Strackbein Res- 
olution, NSMA pointed out. 

® Support the Fair Labor Stand- 
ards Trade Bill of 1960 (S.2882, 
otherwise known as the Keating 
Bill; in the House it is called H.R. 
9841 and has been introduced by 
Congressman Van Zandt). This bill 
would provide for adjusting con- 
ditions of competition between cer- 
tain domestic industries and for- 
eign industries with respect to im- 
ported articles only. 

Under the bill, “should the Secre- 
tary (of Labor) find that a domestic 
industry is being or is likely to be 
injured by imports of goods which 
are produced in foreign countries 
under wages and working condi- 
tions below U. S. standards, he shall 
recommend new cr additional du- 
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ties, import quotas, or other reme- 
dies, as he shall deem necessary,” 
within certain limits. 

© Ask for legislation instructing 
the State Department to set vol- 
untary quotas which would insure 
an orderly marketing of shoes im- 
ported into this country. 

® Meet and explore with 20 or 
30 other associations the possibili- 
ties of a national educational cam- 
paign. 

In listing these five points, NSMA 
said further action to be taken in 
each area will be announced to 
members “in the near future.” 


Directors Hear Schnitzer—At the 
Florida congress, the directors 
heard Julius G. Schnitzer, govern- 
ment footwear authority, predict an 
increase of about 10 per cent in the 
supply of domestic cattlehides for 
1960. Mr. Schnitzer, director of the 
Leather, Shoes and Allied Products 
division of the Commerce Depart- 
ment, said that while the supply of 
calfskins would not change to any 
great extent, he thought there 
would be an ample supply of all 
other types of skins. 

Another speaker, retailer Ben- 
jamin Leichner, told a joint meeting 
of NSMA’s directors and the direc- 
tors of the National Shoe Retailers 
Association that tradition in the 
shoe business must be constantly 
challenged because it is strangling 
the industry. Mr. Leichner, vice- 
president of Burdines, Miami, said 
the industry oftens resists innova- 
tions instead of seeing them as a 
means to growth. 


January Production Down 
Slightly: 53.1 Million Prs. 


WASHINGTON, D. C. — January 
footwear production dipped below 
the level of the same month last year 
—but only slightly. Output totaled 
53.1 million pairs compared with 53.3 
million in January 1959, according to 
the U. S. Census Bureau. 

The January ’60 figure was 10 per 
cent above the 48.4 million pairs 
produced in December 1959. 


LIA Previews Men’s 
Styles on TV’s ‘Today’ 


NEW YORK — For the second 
time this year, television’s breakfast- 
time “Today” show devoted part of 
its program to a preview of spring 
footwear. This time it was men’s cas- 
uals: slipons, moccasins and ties for 
at-home and leisure activities. 

Arranged by Leather Industries 
of America, the mid-March showing 
was timed for the opening of the 
spring selling season. On display 
were casuals for the sportsman, the 
college man, the suburbanite, the 
top executive, the city man and the 
country squire. 

There were brown, black, gray 
and olive-toned shoes matched to 
this spring’s sports clothes and suit- 
ings. Also in the spotlight were 
washable white grained leather slip- 
ons. 

LIA showed glove leather moc- 
casins; center-vented, tongueless 
slipons; grained leather chukkas 
with moc fronts and raised stitch- 
ing; all-over woven leather bluchers, 
and black patent leather ties. 

The first of this year’s LIA fash- 
ion shows on “Today’— an NBC- 
TV program hosted by Dave Gar- 
roway—depicted women’s shoe styles 


for spring. 
o a e 


Kit for Children’s Promotion 


IN ANOTHER Leather Industries 
promotion, this one for children’s 
shoes, a retail merchandising pack- 
age was supplied in mid-March to 
thousands of American and Cana- 
dian merchants. The kit, designed to 
provide sales help during the Easter 
season, is based on a two-page LIA 
ad in the April issue of Parents 
Magazine. 

Included in the package are point- 
of-sale material, window display 
cards and suggested local advertis- 
ing. 

In addition to the Leather Indus- 
tries advertisement, which lists 12 
cooperating shoe brands, the April 
magazine carries a full-page edito- 
rial layout on spring footwear. 

LIA officials announced plans to 
intensify their publicity efforts in 
the weeks preceding Easter. 
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Winslow Retires as Chairman of United Shoe Machinery Corp. 


SIDNEY W. WINSLOW, JR. 


BOSTON — Sidney W. Winslow, 
Jr., chairman of the board of United 
Shoe Machinery Corporation since 
1939, has retired after more than 
50 years with the company, Mr. 
Winslow served as president for 22 
years before becoming chairman. 

His resignation as a member of 
United’s executive committee was 
also accepted by the directors. He 
will continue as a member of the 
board. 

A company spokesman said the 


SOCIAL CLIMBER 


... getting into the best company 
without half trying, because 
the “‘smart” set knows that at 

least one good Kangaroo 


NELSON B. TODD 


office of board chairman “will not 
be filled at present.” 

At the same directors’ meeting, 
Nelson B. Todd retired as vice-presi- 
dent, a director, a member of the 
executive committee, and general 
counsel. He was appointed associate 
counsel. Also a veteran of over 50 
years’ service, Mr. Todd was elected 
a director and vice-president in 1946. 

Robert D. Salinger was elected a 
director and vice-president and ap- 
pointed general counsel. He joined 


ROBERT D. SALINGER 


WILLIAM S. BREWSTER 


the firm’s law department in 1932 
and became general attorney in 1955. 

William S. Brewster was named 
to United’s executive committee. He 
first joined the corporation in 1939 
and, after service in World War II, 
resumed his duties with the research 
division in 1946. Three years later 
he was transferred to the interna- 
tional division and in 1955 he was 
named an assistant vice-president. 
He was elected a director and vice- 
president in 1958. 


pattern is a profitable item in any 


™ fine shoe line. Genuine 
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Kangaroo is available 
from William Amer Co. 
Surpass Leather Co. 
Ziegel, Eisman Co. 
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NEW YORK 
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Seth Gaffin Shoes, 


146 DUANE STREET, NEW YORK 13, N. Y. 
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Australian Visitor Reports: 


U.S. Ties Help Foreign Firm Grow 


COLUMBUS, O.—An Australian 
shoe manufacturing executive, who 
visited this city last month as part 
of a world tour, credits his com- 
pany’s alliance with three U. S. pro- 
ducers as the key factor in its six- 
year record of growth. 

He is Neil Walford, 

chairman of the board 
of General Shoe Com- 
pany of Australia, Pty., 
Ltd. Mr. Walford is 
touring shoe manufac- 
turing operations to 
gather information 
about production prac- 
tices, management tac- 
tics and marketing tech- 
niques. 


Licensed by U. S. 
Firms—The Australian 
company makes men’s, 
women’s and children’s 
shoes under agreements 
with American firms. It 
is licensed to produce 
women’s shoes using 
the patterns, design ser- 
vice and lasts of The 
Julian & Kokenge Com- 
pany of Columbus. In 
addition to J&K’s Foot 
Saver (“Foot Rest” in 
Australia) and British 
Walker brands, General 
Shoe of Australia makes Jumping 
Jack children’s footwear under a 
licensing agreement with Vaisey- 
Bristol Shoe Manufacturing Corpo- 
ration, Monett, Mo. 

The “down under” firm also has a 
franchise from Commonwealth Shoe 
and Leather Company, Whitman, 
Mass., to make Bostonian men’s 
shoes. 

The Saxone line is produced in 
Australia under an agreement with 
the Saxone Shoe Company of En- 
gland. 


From 100 Workers to 600—Dur- 
ing his Columbus visit, Mr. Walford 
pointed out that his firm’s associa- 
tion with Julian & Kokenge began 
in 1954. A year later General Shoe 
employed 100 and made some 
1200 pairs weekly. When Mr. Wal- 
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ford left Melbourne early this year, 
the four General Shoe plants (one 
is in New Zealand) were producing 
some 10,000 pairs a week. Employ- 
ment had climbed to 600, and the 
firm was listed among Australia’s 
top 10 shoe manufacturers. 


Neil Walford (left, seated), board chairman of Gen- 
eral Shoe Company of Australia, Pty., Ltd., looks 
over Julian & Kokenge's new Foot Saver line during 
visit to Columbus plant. Seated with him is Herbert 
Lape, Jr., J&K president. Standing are E. A. Argus 
(left) and Robert M. Kern, J&K vice-presidents. 

Australian executive was on a world tour. 


The 


A 1958 visit to Australia by Her- 
bert Lape, Jr., president of Julian 
& Kokenge, proved ‘a great stimu- 
lant to business,” according to Mr. 
Walford. Mr. Lape at that time in- 
sisted on a return visit by the Aus- 
tralian executive. 

Besides his stop in Columbus, Mr. 
Walford also has visited the Com- 
monwealth operation in Whitman, 
and toured Boston and New 
York. Visits to Scotland, England, 
Germany and Italy were on his 
itinerary. 

General Shoe of Australia sells 
its product directly to the retailer. 
Department store operations are im- 
portant—according to Mr. Walford, 
the two largest department store 
shoe retail operations in the world 
are in Melbourne and Sydney. 


Paul Johansen Heads 
St. Louis Producer 


ST. LOUIS—Paul E. Johansen has 
been elected president and treasurer 
of Johansen Bros. Shoe Company, 
one of St. Louis’ oldest women’s shoe 
manufacturing firms. 

Former president Harry G. Johan- 
sen was named chairman of the 
board, a new post, and J. Roger 
Johansen, vice-president, was chosen 
to succeed Paul Johansen as execu- 
tive vice-president. 

Samuel L. Murto, former secre- 
tary-treasurer, was re-elected secre- 
tary. He continues as president of 
Valley Shoe Corporation, a subsidi- 
ary of Johansen Bros. Mrs. Harry 
G. Johansen, a former director, was 
again elected to the board of the 
Johansen firm, filling one of three 
vacancies. The other two seats were 
left unfilled. 

The vacancies were created by the 
death of Harry B. Johansen, who 
was also president of Intercontinen- 
tal Shoe Corporation; the resigna- 
tion of Parker R. Bowman, leather 
buyer; and the retirement of John 
F. Fialka, general superintendent. 

Paul Johansen has spent his en- 
tire business career in the family 
company. He began in 1932 follow- 
ing his graduation from Washington 
University here. He was president 
of Valley Shoe from the time of its 
acquisition in 1946 until recently. 

He is a former president of the St. 
Louis Shoe Manufacturers’ Associa- 
tion and a past director of the Na- 
tional Shoe Manufacturers Associa- 
tion. He is a director of Clayton 
Shoe Company, Corning, Ark., an- 
other Johansen Bros. subsidiary. 


PAUL E. JOHANSEN 
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Former Employees Told: 
Endicott Johnson Eyes 
Second Rank in Sales 


ENDICOTT, N. Y. — Endicott 
Johnson Corporation is exploring 
new avenues of sales and distribu- 
tion “to regain the position of lead- 
ership in our industry which the 
company held for so many years.” 
That was the report given by Ray- 
mond A. Mills, vice-president in 
charge of sales and marketing, at a 
dinner for newly retired EJ em- 
ployees. 

Mr. Mills said the company is 
seeking to regain its place as sec- 
ond largest distributor in the in- 
dustry. (In 1959 Endicott Johnson. 
ranked fourth in dollar volume, be- 
hind International Shoe Company, 
Brown Shoe Company and Genesco.) 


Keys to Decline—Mr. Mills listed 
what he said were three leading 
factors in the company’s sales de- 
cline: 

“First, three of our competitors 
have in the past few years made 
acquisitions of other companies, 
thus enlarging their own sales vol- 
ume. Those acquisitions resulted in 
anti-trust actions by the U. S. Gov- 
ernment against two of our com- 
petitors... 

“Secondly, we have continued to 
pay the highest wages for our type 
of products in the shoe industry as 
well as paying for the finest bene- 
fits. Our competitors, on the other 
hand, decentralized, moving their 
plants to rural areas where wages 
are lower and benefits meager. 

“Thirdly, we have not been earn- 
ing the money necessary to modern- 
ize all of our operations as rapidly 
as our competitors.” 


Steps for Improvement—As one 
means of reversing the decline, Mr. 
Mills said, the company has decen- 
tralized its selling effort into an in- 
stock group, a retail group and a 
make-up group. 

“In addition to these selling divi- 
sions, we are developing a market- 
ing group which will have as its 
primary function the supporting of 
our sales effort,” Mr. Mills said. A 
marketing research section has also 
been developed, and advertising and 
public relations have been “revital- 
ized.” 
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“Recognizing the consumer as our 
boss, through a special service sec- 
tion we are making available to our 
retailers aid and assistance in pre- 
senting our footwear to the public,” 
Mr. Mills added. “Also through this 
section, we are putting forth a spe- 
cial effort in training personnel in 
the serving and selling of our shoes 
to the consumer.” 

In listing the company’s needs 
for the future, the vice-president 
also referred to the opening of new 
stores and the replacement of old 


ones which are not operating at a 
profit. He said EJ must explore new 
markets, develop new procedures 
for making and marketing shoes, 
and train management personnel to 
expand the business. 


New Plant for Remington 
AKRON, O.— Remington Prod- 
ucts Company, fabricator of foam 
cushioning for footwear, has moved 
into a new, larger factory at Wads- 
worth, O., near Akron, according to 
John W. Spalding, vice-president. 








MEN’S GOLF SHOE 
#7000 


FULL GRAIN BROWN VERONA 
ELK LEATHER with treated sole. 
Has invisible, patented ‘Supple 
Foundation Insert” that pro- 
vides maximum comfort and 
flexibility; eliminates spike pres- 
sure; keeps soles flat and 
spikes straight; insulates against 
heat, cold, dampness; provides 
firmer stance and better bal- 
ance. Sizes 6-12; C & D. $7.90 


WOMEN’S GOLF SHOE 
#6000 


Fine moccasin front golf shoe 
specially designed for the 
woman golfer. From proven last 
to quality details, it is built for 
sure-footedness, proper stance 
and balance. Light in weight 
and extremely flexible. Fine 
brown and white smooth leather 
with spiked rubber sole. Sizes 
4-10; AA & B. $6.50 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Athletic Footwear Division 





NESLA to Expand Its Seminar Program 


BOSTON — Success of a three- 
year-old management education 
program sponsored by the New En- 
gland Shoe and Leather Association 
has been so great that plans have 
been made to expand it and con- 
tinue it indefinitely. 

According to Maxwell Field, ex- 
ecutive vice-president of NESLA, 
the association hopes eventually to 
include as “students” representa- 
tives of all shoe manufacturer mem- 
bers. 


Seminars Listed—The 1960 semi- 
nars to date have included such 
subjects as “Appreciation Session: 
1960 Style,” “Incident Process,” 
“Quality Control” and “Work Mea- 
surement.” Another, to be held 
April 25, will be devoted to “Pro- 
duction Control.” Sometime during 
the summer Work Simplification 
Seminars are planned, each lasting 
for three days and both held at 
some point remote from the city, 
possibly on Cape Cod. 

These meetings are the responsi- 
bility of Mark L. Feeney, Jr., man- 


ager of the association’s newly-set 
up Industrial Management Bureau. 
Mr. Feeney, formerly industrial 
consultant for the Worcester 
(Mass.) Chamber of Commerce, 
joined the NESLA staff last fall. He 
will be available to give assistance 
to manufacturer-members who may 
have difficulty in getting their pro- 
grams started. 


Works with Committee — Mr. 
Feeney also works closely with an 
association committee. John T. 
Heald, an association vice-president 
and also vice-president of The Stet- 
son Shoe Company, is chairman. 
Other members include E. Farring- 
ton Abbott, Jr., Charles Cushman 
Company; George H. Bass II, G. H. 
Bass & Company; John DeWitt, J. 
F. McElwain Company; Charles C. 
Eaton, Jr., Charles A. Eaton Com- 
pany; Peter Freedman, Bee Bee 
Shoe Company; Milton M. Isenberg, 
Continental Shoe Corporation; Nor- 
man Izenstatt, Francine Shoe Com- 
pany, and Richard N. Sears, Bates 
Shoe Company. 


Management consultant and sem- 
inar leader is Professor Herbert F. 
Goodwin of the Massachusetts In- 
stitute of Technology’s School of 
Industrial Management. Associated 
with him is Professor Leo B. Moore, 
also a member of the MIT faculty. 


High School ‘Style Board’ 
To Advise Leverenz Shoe 


SHEBOYGAN, WIS. — Leverenz 
Shoe Company has set up a “style 
board” composed of local high school 
students to help the firm decide on 
young men’s styling. Company offi- 
cials believe that periodic style con- 
ferences with the board “warrant 
considerable merit in determining 
what styles dealers will find most 
important to them.” 

The style board met as a group 
for the first time on March 23. The 
students toured the Leverenz fac- 
tory, met with company officials, and 
discussed marketing, advertising, 
production and styling. The same 
evening, the students were guests of 
the company at a dinner in a local 
hotel. Robert H. Leverenz, vice-pres- 
ident, gave an address. 





From The Robert Youngson Production “THE GOLDEN AGE OF COMEDY” 
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The Shoe Polishing Rack that 
Fits All Shoes-Swivels out of way 


Permits professional shoe shining at 
home. Easily adjustable to men’s, 
women’s, children’s shoes. Heel 





clamp holds shoe firmly. ‘“‘Shinz-All” 
swings to either side, out of way, 
or removes easily from wall bracket. 


You’re ready for action with 


Leathers by Irving: 








All metal, highly plated, quality 
built by Ajax. 


FOR FULL * To retail for $2.19 
DETAILS : Ask your Finder 


AND Prices: E. J. AJAX & SONS. INC. 


Irving Tanning Company ny . eS 


134-140 Beach Street, Boston 11, Massachusetts ail 
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Serving Monaco Royalty 


Pierre Elissabide, vice-president of 
Chambord Shoe Company, New York, 
displays proclamation from Prince Rain- 
ier and Princess Grace of Monaco ap- 
pointing Bidegain & Fils, Chambord's 
parent company, official purveyor of 
footwear to the royal couple's children. 
Chambord sells "Little Pierre" infants’ 
line made in France on American lasts. 





Wilbur Coon Adds Line 


Of Popular Price Whites 


BATAVIA, N. Y.—‘“First Aides,” 
a new line of white shoes for pro- 
fessional women, has been intro- 
duced by Wilbur Coon Shoes. The 
shoes, featuring the company’s 
Venti-Mesh vamp, mark Wilbur 
Coon’s first entry into the popular 
price field. 

John Minor, vice-president, said 
a company survey among nurses 
showed that 80 per cent of those 
who spent all day on their feet ex- 
perienced foot fatigue varying from 
mild discomfort to actual pain. As 
a result, he said, the new styles will 
feature a long inside counter, extra- 
heavy shanks, a molded arch, a 
light foam insole, and an extra eye- 
let for snugger fit. The upper will 
be of soft leather and the mesh will 
be inserted under the vamp to cool 
the feet and prevent the upper 
leather from cracking. 

Six in-stock 
marketed. 


styles are being 


Eby Moves N.Y. Office 


NEW YORK—Eby Shoe Corpora- 
tion, Ephrata, Pa., manufacturer of 
children’s footwear, has moved its 
New York office into larger quarters. 
The company now occupies room 924 
of the Marbridge Building. 
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New Ontario Plant Rises 


For Perth Shoe Company 


ST. LOUIS—A modern, one-story 
manufacturing plant is being built 
in Perth, Ont., for Perth Shoe Com- 
pany, Ltd., a subsidiary of Brown 
Shoe Company of St. Louis. Eric M. 
Sabiston, president of Perth Shoe, 
said the 35,000-square-foot factory 
is being erected on a 10-acre site 
acquired recently. 

Upon completion of the plant 
next summer, machinery and all 
shoe manufacturing facilities from 
the present plant will be moved into 


the new structure. The two build- 
ings are less than a mile apart, the 
company said, and the transfer will 
be carried out with no interference 
to production. The move should be 
completed by the end of September. 
The company’s present structure 
on Sherbrooke Street in Perth will 
then be converted into a central 
headquarters and warehouse. 
Perth has other plants in Galt 
and Alexandria, Ont. The firm han- 
dles Canadian production of four 
Brown Shoe lines: Naturalizer, Air 
Step, Buster Brown and Dr. Locke. 











TAKE A QC. lamet SAFARI 


TO THE LAND OF 


GROWING SALES 


as advertised in Esquire 


$5.50 


Calumet Safaris, a new bold adventure in color, 
a profitable adventure in sales. Available in 
Loden Green, Sudan Red, Elephant Gray, Sahara 
Sand, Camels Hair, Chalk White and Leopard 
Print. Handsome buck with Water-Shed Finish 
and contrasting color trim. Soft crepe soles. 
Sizes B 7% to 12, C and D 6 to 12. 


Write For Fall Catalog 


LEVERENZ SHOE COMPANY 
Dept. B-201, SHEBOYGAN, WISCONSIN 





Director of Make- -up Group A aber 


ENDICOTT, N. Y. — Endicott 
Johnson Corporation has named 
William D. Benjes to fill one of three 
top-level national sales posts created 
by a recent reorganization. He will 
serve as director of the company’s 
make-up group. 

The other two positions—director 
of the retail group and director of 
the in-stock group—were filled in 
January. 

In his new post Mr. Benjes will 
direc: the Empire Specialty Foot- 
wear Company and the Endicott 
Johnsun Corporation of Massachu- 
setts. He will be responsible for 
supervising all Endicott Johnson 
sales to chain stores and volume 
accounts. 

Mr. Benjes formerly was asso- 
ciated with Florsheim Shoe Company 


by EJ 


WILLIAM D. BENJES 
as vice-president and sales manager 
for the Eastern division. He also 
served as coordinator between the 
wholesale and retail divisions. 





American Biltrite Buys National Shoe Products Corp. 


CHELSEA, MASS. — American 
Biltrite Rubber Company, Inc., has 
bought virtually all the capital 
stock and assumed outstanding ob- 
ligations of the National Shoe 
Products Corporation, Framingham, 
Mass. 

Maurice J. Bernstein, president 
of American Biltrite, said the firm 
was acquired from its stockholders 
and noteholders in a cash transac- 
tion. National Shoe Products is said 
to be the country’s largest distrib- 
utor of shoe supplies. 

According to Mr. Bernstein, Na- 
tional will be operated as a subsidi- 
ary, with the present management 
and organization continuing. Rob- 
ert P. Murphy is president and Rob- 
ert Gorevitz is vice-president and 
sales manager. National Shoe Prod- 
ucts handles over 100 lines of shoe 


supply products. It maintains ware- 
houses in Milwaukee, St. Louis, En- 
dicott, N. Y., and Framingham. 
Plans are in the making to ex- 
pand the company’s distribution 
through broader coverage, an in- 
creased number of lines and addi- 
tional “strategically located” ware- 
houses to service the shoe trade. 


Wohl Left $4-5 Million 


ST. LOUIS—David P. Wohl, 
prominent shoeman and philanthro- 
pist who died March 2, left an estate 
estimated at between $4 million and 
$5 million, his will showed. Philan- 
thropic bequests made up $1,677,500 
of the total. During his lifetime Mr. 
Wohl gave more than $8.5 million 
to municipal, charitable and educa- 
tional institutions. 


Stanbee Co. to Build New 


Plant in Northern Jersey 


NORTH ARLINGTON, N. J.— 
Architectural plans are being com- 
pleted for a 25,000-square-foot build- 
ing to house a new plant and the 
offices of the Stanbee Company. The 
structure will occupy a three-acre 
site in North Jersey’s Bergen 
County. Contractors are aiming at 
an early fall completion date. 


New equipment to process box 
toe, counter and other materials 
for the shoe industry has recently 
been installed in Stanbee’s present 
plant. Slated for the new plant are 
two additional machines capable of 
processing and curing materials up 
to 84 inches wide at increased 
speed. 


Julian Weinstein to Head 
Randolph Machine Co. 


RANDOLPH, MASS. — Julian S. 
Weinstein has been elected presi- 
dent of the Randolph Machine Com- 
pany here. This company, an affili- 
ate of the Randolph Manufacturing 
Company, is sales representative in 
the United States and Canada for 
Ab Svenska Skolast-Fabriken of 
Jarrestad, Sweden, manufacturers 
of the Goliath machine used in 
making shoes by a high-pressure, 
direct-molded vulcanization process. 

Mr. Weinstein will continue also 
as vice-president and director of 
purchases of the Randolph Manu- 
facturing Company. 

Continuing as general sales man- 
ager of the Randolph Machine Com- 
pany is Frank Remmes. Joseph 
Weinstein remains as director of 
sales and Robert Cohen as treasurer. 

Operations of the company are 
currently being expanded. 
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‘Built-In Fit Important 
In Self-Service Selling 


NEW YORK—the growth of self- 
service shoe retailing is placing 
heavier responsibility for correct 
fit on the shoe manufacturer. When 
personal fitting services are not 
available, the consumer will come 
to demand “built-in good fit.” 

Officials of the Allied Shoe Prod- 
ucts Show called attention to this 
eventuality in a recent statement. 
They said the situation will create 
‘new problems and burdens of re- 
sponsibility” for shoe suppliers— 
the people who make up the Allied 
Show—as well as the manufactur- 
ers. 

Fred N. Phillips, Jr., general 
chairman of the show, declared, 
“The design and fitting qualities of 
lasts, the structure and precision 
measurements of various shoe com- 
ponents, the uniformity of shoe ma- 
terials—all these will now be sub- 
jected to more exacting demands. 
More will be expected of the shoe 
itself, and shoe manufacturers will 
be more demanding in their speci- 
fications of materials and compo- 
nent parts involved in shoe mak- 
ing.” 

Chairman Phillips said the net 
result will be beneficial in giving 
“greater assurance of accurate fit, 
which in turn assures better shoe- 
shape retention with wear. With 
improved all-around shoe perform- 
ance the end result is more satis- 
fied customers.” 

The Allied Show is scheduled for 
June 20-23 at the Sheraton-Atlantic 
Hotel, New York. 


Boston Tanner Meets Dr. Schweitzer on African Trip 


poston decten: ‘Ueft), president of the Colonial Pennie Company, Inc., patton, 
listens amusedly to story told by Dr. Albert Schweitzer on the occasion of the 
doctor's 85th birthday, celebrated at his settlement in Lambarene, French Equa- 


torial Africa. 


Mr. and Mrs. Kaplan accompanied Boston University President 


Harold C. Case and Mrs. Case on a recent two-month trip to Africa. On the table 
is a Paul Revere bowl presented to famed humanitarian Schweitzer by the Cases 
in behalf of the city of Boston. 





Phila. Wholesalers Install 


Robert Glass as Chairman 


PHILADELPHIA — Robert Glass 
of Alexander Rubber Company has 
been installed as chairman of the 
Philadelphia Shoe Associates, a 
wholesalers’ group. 

Also taking office for one-year 
terms were Karl Camitta, Camitta 
Shoe Company, vice-chairman; Sam- 
uel Payes, Payes Shoe Company, 
second vice-chairman; Ruby Pelberg, 
R. Pelberg & Company, treasurer, 
and Joseph Grunfeld, Hill Shoe Com- 
pany, secretary. 

Serving on the board of directors 
are Herman Cohen, L. C. Shoe Com- 


pany; Morris Freedman, Freedman 
Shoe Company; Israel Stern, Stern 
Shoe Company; Philip London, Sam- 
uels & London; Herman Davis, Ideal 
Shoe Company; Philip Barsh, Barsh 
Bros., and Jacob Meltzer, A. Meltzer 
& Company. 

Meanwhile, Jack Gottlieb, Ideal 
Shoe Company, and Phil Chapman, 
Hill Shoe Company, were reap- 
pointed chairman and vice-chairman 
of the organization’s redevelopment 
and relocation committee, which is 
working with local and federal au- 
thorities to secure a new site for the 
city’s wholesale shoe district. The 
present Fourth Street location in 
center city is to be redeveloped. 
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Broitman-Gaffin Becomes 


Seth Gaffin Shoes, Inc. 


NEW YORK — After operating 
for 14 years under the name Broit- 
man-Gaffin Shoes, Inc., this New 
York wholesaler has changed its 
corporate name to Seth Gaffin 
Shoes, Inc., Abraham Broitman has 
sold his interests to Seth Gaffin and 
severed his own connection with the 
firm. 

The firm will continue in the 
building which it owns at 146 
Duane St., in Lower Manhattan. Mr. 
Gaffin, who serves as president, an- 
nounced plans for promotions of 
men’s, women’s and children’s shoes 
in the near future. 


Canada Registers SuperSole 
LURAY, VA.—Virginia Oak Tan- 
nery, Inc., of New York and Luray, 
has announced that VOTAN “Super- 
Sole,” its trade name for a specia! 
tannage of sole leather, has been 
registered by the Canadian govern- 
ment, effective through 1974. Beard- 
more & Company, Ltd., Acton, Ont., 
was registered as a user of the 
trademark. 


e Financial 
Genesco Reports Best 


Quarter in Its History 


NASHVILLE, TENN. — Genesco, 
Inc., had the best three months in 
its history in the period ended Jan- 
uary 31. 

Stockholders were told at their 
annual meeting that net sales to- 
taled $74,350,000 and net earnings 
reached $2,078,000. This compares 
with sales of $68,411,000 and earn- 
ings of $2,034,000 in the comparable 
period a year earlier. Earnings 
amounted to 59 cents a common 
share compared with 58 cents in 
1959. 

The 1959 figures were adjusted 
upward to reflect the acquisition of 
Formfit, Inc., although that com- 
pany was not acquired by Genesco 
until last August. 

W. Maxey Jarman, chairman, told 
the stockholders Genesco “has no 
pending propositions of any mate- 
rial consequence for further diver- 
sification and expansion at this 
time.” 


O’Sullivan Volume Rose, 
Profits Doubled in 1959 


WINCHESTER, VA. — Sharp in- 
creases in sales and earnings were 
registered by O’Sullivan Rubber 
Corporation in 1959. 

President Paul Terretta said net 
sales amounted to $8,678,359 com- 
pared with $6,226,326 in 1958. Net 
earnings climbed to $295,560 from 
$125,092. Earnings equalled 67 
cents per share against 23 cents in 
1958. 

O’Sullivan also announced several 
changes in its organizational struc- 
ture. Charles A. McKenney, Jr., 
vice-president and general manager, 
will be in charge of all manufactur- 
ing and sales functions of the com- 
pany’s rubber division. In the plas- 
tics division these functions will be 
supervised by C. Robert Creamer, 
Jr., also a vice-president and general 
manager. 

Sales of O’Sullivan products to 
the retail shoe trade remain the re- 
sponsibility of B. B. Wright, presi- 
dent of O’Sullivan Rubber Sales, 
Inc., a wholly owned subsidiary. 

Dr. R. C. Evans has been named 
research director. 
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Manufacturing News 


Orders for White Shoes 
Lag at St. Louis Plants 
(CONTINUED FROM PAGE 113) 


has affected production in outlying 
area plants by hampering workers 
in getting to work; by slowing de- 
liveries of materials and supplies; 
and by causing short-term power 
failures in some plants. Sales rep- 
resentatives have found call-mak- 
ing hampered also. Their trip 
schedules have been revised and 
slowed up time after time. 

Designers here are putting the 
finishing touches on the fall lines to 
go on display at the Shoe Market of 
America. At least one women’s firm 
sent its salesmen out on the road 
with fall shoes as early as the first 
week in March. 

Production and maintenance 
workers in two Missouri plants have 
voted down representation by the 
Boot and Shoe Workers Union. The 
factories were the Mansfield unit of 
Tobin-Hamilton Company, Inc. and 
the Potosi heel plant of Brown Shoe 
Company. 


New York Manufacturers 


Expect Business Increase 

NEW YORK—The general feel- 
ing of New York City area shoe 
manufacturers is that business has 
been a bit slow. Expectations, how- 
ever, are for a real pickup before 
the month is out. 
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The women’s manufacturers have 
found that even where business was 
slow there was a demand for bone 
and for patent leather. Both of 
these, and especially the patents 
with the new finish that prevents 
cracking, are going over better than 
ever. 

One manufacturer said, ‘We 
looked forward to more interest and 
action on open shoes which did not 
materialize to any extent. This is 
due, no doubt, to the fact that all 
the fashion talk has been that the 
pointed toe will be even more 
pointed. This bottoming silhouette 
doesn’t lend itself to open styles.” 

Shipments of whites to the Mid- 
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west have begun and they will be | 
followed by shipments to the East. 
The West and South have already | 
gotten theirs. 

Salesmen are on the road with the | 
first fall samples and, as soon as | 
their reports are in, manufacturers | 
will get a better idea how the pros- 
pects for the new season shape up. | 
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Personnel 





HAROLD V. DANIELS 
VP-Production 


Cc. S. SARGENT, JR. 
Iselin Chief 


Elected... 


Harold V. Daniels, vice-president 
in charge of production and pro- 
curement for International Shoe 
Machine Corporation, Boston. He 
was previously vice-president-sales. 

Alfred G. Nelson, acting general 
manager of Compo Shoe Machinery 
Corporation, Waltham, Mass., fol- 
lowing the death of John F. Smith, 
president. Mr. Nelson is vice-presi- 
dent-finance. 

Charles S. Sargent, Jr., president 
and chief executive officer of Wil- 
liam Iselin & Company, Inc., New 
York factoring firm. He succeeds 
Morton Goodspeed, who becomes 
vice-chairman of the board. Ken- 
neth B. Beatty was elected execu- 
tive vice-president and Henry H. 
Lickel, secretary. 


Appointed... 


Norris Mara, sales manager of 
the new Buster Brown division of 
Brown Shoe Company, being set up 
for the manufacture of Buster 
Brown shoes in Canada. His head- 
quarters will be in Perth, Ont. 

Elmer J. Dashofy, sales manager 
of the Endicott division of Endicott 


MANNY TALBOT 
Joins Step Master 


ROY WELLMAN 
To Allen-Edmonds 


124 


KENNETH 8B. BEATTY 
Executive VP 


NORRIS MARA 
Sales Manager 


Johnson Corporation, Endicott, N.Y. 
He will be responsible for sales to 
all independent stores carrying the 
company’s products in the Atlantic 
Seaboard area, excluding the metro- 
politan areas of Boston, New York 
and Philadelphia. 

Irving Colin, a sales executive in 
the St. Louis office of Rockingham 
Shoe Company, newly moved to 
larger quarters at 503 N. 12th Blvd. 

Norman Blumenthal, Chicago 
area sales representative for Tober- 
Saifer Shoe Manufacturing Com- 
pany, St. Louis, replacing Milton 
Kahn, who moved to Tucson, Ariz. 

Manny Talbot, New England 
sales representative for Step Master 
Shoes, Inc., Greenup, Ill. He re- 
places John Deyo, who resigned. 

Marvin Cohen, Illinois sales rep- 
resentative for the Laconian Shoes 
Corporation, Laconia, N. H. He suc- 
ceeds Norman Blumenthal, who re- 
signed. 

Roy Wellman, Southeastern sales 
representative for Allen-Edmonds 
Shoe Corporation, Belgium, Wis. 
He will cover Florida, Alabama, 
Georgia, Tennessee, the Carolinas 
and Virginia. 

J. C. Mays and Sigurd Solland, 
sales representatives for Restep 


EDWARD R. MOSER 
Named by Innes 


PAUL HIRSCH 
Named by ISMC 


N. BLUMENTHAL 
To Tober-Saifer 


ELMER J. DASHOFY 
Appointed by EJ 


Shoe Corporation, New York, mak- 
ers of women’s walking shoes. Mr. 
Mays will cover Texas, Oklahoma, 
New Mexico and Arkansas, and Mr. 
Solland will cover North and South 
Dakota, Minnesota, Wisconsin, Iowa 
and Nebraska. 

Dave Spivak, West Coast sales 
representative for Mannequin 
Shoes, New York, a division of 
Genesco, Inc. He will cover Califor- 
nia, Oregon, Washington, Nevada 
and Arizona. 

Larry Brill, sales representative 
for Vogue Shoe, Inc., Los Angeles, 
covering Ohio, Michigan, Western 
Pennsylvania, West Virginia and 
Kentucky. He replaces Arnold 
Bramson, who resigned. 

Robert Gorman, Chicago sales 
representative for Belle Mode Foot- 
wear, Boston wholesaler, replacing 
Larry Brill, who resigned. 

Mrs. Rosalee Carl, associate de- 
signer for Schwartz & Benjamin, 
Inc., Lynn, Mass. She will work in 
the New York offices. 

Lewis Marks, general plant man- 
ager of the new factory of Kickeri- 
nos, Inc., division of the Hampton 
Corporation, now being erected in 
Newport, Ark. 

Frank C. Weiland, Jr., Southeast- 


MISS REA LUBAR 
Named by Velcro 


ALFRED C. SMITH 
Joins Box Firm 
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ern sales representative for Ains- 
worth Shoe Company, Toledo, O., 
wholesaler. 

Edward R. Moser, general admin- 
istrative manager for Innes Shoe 
Company, Los Angeles, a retail di- 
vision of Genesco, Inc. 

Paul Hirsch, general sales man- 
ager of International Shoe Machine 
Corporation, Boston. He will be in 
charge of field service and the com- 
pany’s sales organization. 





Harry A. Batchelder & Son of | 


Milwaukee, sales representative for 
Phillip Clayman & Sons, Salem, 
Mass., and St. Louis’ innersole 
maker. Batchelder will cover Wis- 
consin-Michigan-I]linois. 

Alfred C. Smith, an executive 


with the Hoague-Sprague Corpora- | 


tion, Lynn, Mass., box-making affili- 
ate of United Shoe Machinery Cor- 
poration. He will concentrate on 
special projects in printing and 
other phases of shoe box production. 

Miss Rea Lubar, sales promotion 
director for Velcro Sales Corpora- 
tion, New York, in charge of ad- 
vertising, marketing and_ public 
relations. 

George L. Fonyo, sales repre- 
sentative for Proctor Counter Com- 
pany, St. Louis. He will work with 
Charles B. Cashin in the Midwest. 

Richard Wayne, advertising 
manager of Stanbee Company, 
North Arlington, N. J. 

John A. England, Jr., secretary- 
treasurer of the U B S Chemical 
Company, Cambridge, Mass. 


Promoted... 


Sidney Turner, from 
buyer to executive vice-president, a 
newly created post, at Vogue Shoe, 
Inc., Los Angeles. George Levine 
becomes leather buyer. 


Resigned... 


Miss Barbara Trent, from Town 
& Country Shoes, Inc., Sedalia, Mo., 
after three and a half years as fash- 
ion director. She held fashion posts 
earlier with Hermann Loewenstein, 
Inec., and I. Miller. 

Richard V. Ruffo, from B. D. 
EKisendrath Tanning Company, Ra- 


cine, Wis., where he was manufac- | 


turing manager. He was also a 


member of a four-man operating | 


committee which managed the com- 
pany’s affairs, and head negotiator 
on labor contracts. 
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GOTHAM QUALITY BASEBALL SPIKES 


Advance Fall Shoe Market Week, New 
England Shoe and Leather Assn., 
Hotels Statler-Hilton and Sheraton- 
Plaza, Boston peg A April 3-6 

Accounting and Office Management 
Clinic, Western Session, National 
Shoe Monufacturers Assn., Hotel 
Statler-Hilton, St. Louis April 21-22 

MASTA Fall Shoe Show, Middle At 
lantic Shoe Travelers’ Assn., Ben- 
jamin Franklin Hotel, Philadelphia 

April 24-26 

Mountain States Shoe Travelers Assn., 

Fall Shoe Show, Albany Hotel 
Denver April 24-26 

Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta. April 24-27 

Guild of Better Shoe Manufacturers, 

Fall Openings, members’ showrooms, 
New York . camera 2s April 25-29 

Shoe Market of America, St. Louis Shoe 
Manufacturers Assn., Hotels Sher 
aton-Jefferson, Park Plaza, Statler- 
Hilton and Lennox and St. Louis Mer 
chandise Mart, St. Louis . May 1-4 

Northwest Shoe Travelers, Inc., Fall 
Shoe Fair, St. Pau! Hotel, St. Paul, 
Minn. eta May 1-4 

Popular Price Shoe Show of America, 
New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton-At- 
lantic Hotels and New York Trade 
Show Building, New York.. May 1-5 

Tanners’ Council of America, Spring 
Meeting, Broadmoor Hotel, Colorado 
Springs, Colo. ...... 4 May 2-4 

lowa Shoe Travelers’ Assn., Inc., Fall 
Shoe Show, Fort Des Moines Hotel, 

Des Moines, lowa . May 7-9 

Pacific Northwest Shoe Travelers, Fall 
Shoe Show, New Washington and 
Stewart Hotels, Seattle, Wash. May 7-10 

Ohio Shoe Travelers Club, Fal! Shoe 
Fair, Deshler-Hilton Hotel, Columbus 
Ohio May 8-10 

Southwestern Shoe Travelers Assn., Inc., 

Fall Shoe Fair Ad »Iphus Baker 
Southiand and Statler-Hilton Hotels 
Dallas May 8-l1 

Indiana Assn.,_ Inc., 
Indiana Fall Fair, Claypool 
Hotel, Indianapolis, Ind. May 8-1] 

North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hilton Hote! 
Cincinnati, Ohio May 13-16 

Mid-Continent Shoe Assn., 

Fall Shoe Show, Biltm Okla 
homa City, Okla May 15-16 

Pennsylvania Shoe Travelers Assn., Inc., 

Fall Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
. May 15-18 

Boston Shoe Travelers’ Assn., Fal! Shoe 

Show, Parker House, Boston May 15-18 


Travelers’ 


Shoe 


Shoe 


Travelers 
re Hote 


| West Coast Shoe Travelers’ Associates, 


Fall Shoe Show, Alexandria and Bilt 
more Hotels, Los Angeles May 15-18 
Midwest Shoe Travelers’ Assn., Fal! Shoe 
Show, Palmer House, Chicag May 15-18 
Michigan Shoe Travelers Club, Fal! 
Shoe Fair, Hotels Statler-Hilton and 
Detroit Leland, Detroit May 22-24 
Central States Shoe Travelers, Heart of 
America Shoe Fair, Hotels Muehle 
bach and Phillips, Kansas City, Mo. 
May 22-24 
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Tel. Beekman 3-0141-2 eral manager of Foot Choice Shoes, 
Inc., Lancaster, O., died suddenly 
VINCENT EDWARDS & CO. in New York recently. Mr. Moody, 
World’s Largest Advertising Service Organization DISPLAY a widower, was to have been mar- 
342 Madison Ave., New York City ried three weeks later to Mrs. Made- 
ee ee more about your news- line Jonas. Mr. Moody’s offices were 
paper ad clipping service and special . in the Marbridge Building, New 
: sei catia ec ae Cameron Company Displays York. He seas bi shoe men as 
Name ae 500 Echo Lane, Glenview, Illinois an office boy in the Ground Gripper 
New and originals in plastics and displays Shoe factory, Lynn, Mass., and rose 


"To the man who cares about cay 
‘ an executive post. 
__.__ SEROTREP TEA Or ee ae his windows" " ‘ 


SEE US IN ST. LOUIS : 
VINCENT EDWARDS & CO. STATLER-HILTON ROOM 125 EDWARD A. VOLLBRECHT, 
342 MADISON AVENUE JACK CAMERON, JACK CAMERON, IR., SR., a former general superinten- 
NEW YORK CITY dent and director of the Albert H. 
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Weinbrenner Company, Milwaukee, 
died March 2 in Winona, Minn. He 
was with the company over 35 years 
and prior to retirement was in com- 
plete charge of all Weinbrenner 
factories. Surviving are his widow, 
Minnie; a son and a daughter, and 
his mother. 





LEON E. KELLEY, SR., 65, a | 
veteran shoe traveler and the New | 
England sales representative of | 
Freeman Shoe Corporation for 32 
years, died March 3 in a Natick, | 
Mass., hospital. He lived in nearby | 
Hopkinton. He was an active mem- | 
ber and a past president of the Bos- | 
ton Shoe Travelers’ Association. At 
the time of his death he was serving 
as honorary chairman of the asso- 
ciation’s executive committee. His 
widow, Agnes C.; a daughter and 
two sons, a sister and a brother sur- 
vive. 


MOREY V. CRANMER, a trav- 
eler for Weyenberg Shoe Manufac- 
turing Company, Milwaukee, for 32 
years, died in Bay City, Mich., 
March 6. He was a member of In- 
dependent Shoemen, the Michigan 
Shoe Travelers Club and the Na- 
tional Shoe Travelers’ Association. 
His widow, Ruby, survives. 


EDWARD C. KAFFENBERGER, 
66, credit manager of the Daniel 
Green Company, Dolgeville, N. Y., 
died suddenly March 13 after suf- 
fering a heart attack earlier in the 
day. He had served with the com- 
pany continuously since 1918. Sur- 
viving are his widow, Dorothy, and 
a granddaughter. 


FRANCES WEINTRAUB, head 
of the handbag division of Palizzio, 
Inc., for the last 18 years, died sud- 
denly March 7. Responsible for 
styling, production, promotion and 
distribution of Caprini Bags, she 
saw her department grow to sizable 
proportions. Miss Frances, as she 
was called, was known as a viva- 
cious, dynamic personality to re- 
tailers and buyers throughout the 
U.S. Surviving are her husband, a 
son and a grandson. 


KEITH JOHN WHYTE, vice- 
president of British Footwear, Ltd., 
slipper and casual manufacturing 
subsidiary of Mailman Corporation, | 

(CONTINUED ON NEXT PAGE) 
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Wanted to Purchase 





oe SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tien . . . quality men’s, 
women's and children’s shoes. 


Fie b: Sar Sees FOR OVER 45 YEARS 


MOSINGER- COHN 


1235 Was shington St. Lor 


Seth Gaffin Shoes Inc. 
(Formerly Broitman- 
Gaffin Shoes) 

BE 3-7290 
146 Duane St., N.Y.C. 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 











WHHHHTHA, BARIS BUYS for CASH ZW 
Quick decision on your offers of discontinued and 
B A 2 i 5 surclus mens, womens and children's shoes. 
Also complete stores considered 
samoncLAaTion "inens seas tn Fine Shoes From Fine Soerces Since 193! 
79-81 Reade St. « ah DS ° Ll lh 
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WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max |. Meltzer, Pres. Ivanhoe 1-9630 




















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS 

LEASES ASSUMED S 

YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











Lachine, Que., died March 4. He 
had been with the firm since 1955 
when Mailman Corporation bought 
Airborne Footwear Company, Ltd., 
which Mr. Whyte had founded five 
years earlier. Mr. Whyte was known 
for his extensive background in de- 
sign. 


EDGAR A. HAFEMEISTER, 66, 
operator of Hafemeister’s Shoe 
Store at 2639 North Third St., Mil- 
waukee, for over 45 years until he 
retired in 1958, died March 9. His 
father founded the store, now 
closed, about 75 years ago. 


LOUIS LASKY, 58, owner and op- 
erator of the Foot-Health Center 
shoe store in downtown Buffalo, 
N. Y., from 1943 to 1953, died March 
10 in Savannah, Ga. He had resided 
there since last June. 


FRANK JOHNSON, 64, owner of 
store bearing his name in 
Bartlesville, Okla., died recently 
after a four-month illness. Before 
starting his own business in 1933, 
Mr. Jonmnson operated a shoe de- 
partment in the old Boston Store in 
Bartleyrville. 


a shoe 


furniture 


OURABLE and SMART 


for our distributor's name, . 


AMERICAN oltan COMPANY 


Manufacturers — 


Sheboygan, Wisconsin : 
Permanent Display: Chico + New York + Mion! + Boston * Son Franc 


Lb 


Patent Litigation Decided 
In Favor of United Shoe 


BOSTON —A _ suit brought by 
United Shoe Machinery Corporation 
against the International Shoe Ma- 
chine Corporation over conflicting 
patent claims has been decided in 
favor of United. The suit was tried 
before Judge George C. Sweeney of 
the U. S. District Court in Boston. 
His order, entered with the consent 
of attorneys for both sides, also 
ended litigation resulting from an 
earlier claim by International that 
United’s Power Toe Lasters, Models 
A and B, infringed on a _ patent 
granted to J. S. Kamborian of Inter- 
national. 

The judgment in favor of United 
provided that International promptly 
disclaim Claim 12 of Kamborian 
patent No. 2,668,967; that Interna- 
tional retract any notices or warn- 
ings sent to users or potential users 
of these two United toe lasters; that 
these retractions be embodied in 
leters, with a copy going in each case 
to United; and that International 
“shall not hereafter assert infringe- 
ment, actual or prospective,” of the 


Kamborian patent by United’s last- 
ers. 


Amalgamated Adds Fall 


Colors for Dyeing Suede 


WILMINGTON, DEL. — Amalga- 
mated Leather Companies have cre- 
ated a group of new fall colors in 
Tintoretta dyes for their Tintoretta 
suede, according to Mrs. Ruth Kerr 
Fries, the companies’ style con- 
sultant. 

The new colors are Heron, a dark 
gray; Souris, a medium taupe gray; 
Last Leaf, a golden leaf brown; 
Powder Brown, a creamy taupe 
brown; Deep Turtle, a dark brown 
olive; Pimpernel, a light scarlet red; 
Delphic Blue, a purple blue; Auber- 
gine, a dark eggplant; Olive Sheen, 
a dark olive green; Paris Green, a 
brilliant after-dark shade; Ama- 
ranth, a medium fuchsia _ shade; 
Emerald, Garnet, Amethyst and 
Tangerine. 


These colors augment the group 
of bridesmaids’ pastels and the more 
brilliant earlier pastels, Mrs. Fries 
said. 


LAST CALL ro 
FREE GOODS 


OFFER 


KIWI 


(kee-wee) 


SPRAY SHINE 


(OFFER ENDS May 7, 1960) 


Better than ordinary shoe sprays 
.. really good for shoes 


The name KIwI stands for quality 


Advertising in LIFE and SATURDAY 
EVENING POsT, plus local radio and 
TV in your area tells the story to 
your customers 





Self-selling counter card display. Packed 
in every dozen. Packing: 3 dozen per 
shipper. Weight: 20 lbs. per shipper 


KIWI POLISH CO. PTY. LTD., POTTSTOWN, PA. 
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Classified and Want Ads 








SIDELINE SALESMEN WTD. 


SIDELINE SALESMEN WTD. 


SIDELINE SALESMAN WTD. 








EXPERIENCED SIDELINE 
SALESMAN WANTED 


To represent Nationally known Line of Popular 
Priced Juvenile Cement Footwear. States 
open: Alabama, Florida, Georgia and Mis- 
sissippi. All replies strictly confidential. 
Reply to Box 701, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














SALESMEN WANTED 








SALESMAN 


To Call on Retail Trade in New York area 

for leading national manufacturer of shoe 

dressings. -Top salary; commissions; sales 

incentive. Exclusive territory. Unlimited op- 

portunity. All replies confidential. 

Reply to Box 697, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


NR OREN 
SALES 
REPRESENTATIVES 


Several territories available with In Stock 
line of men's and boys' Goodyear welt 
manufacturer of branded line. Retail 
range $6.95 to $10.95. Good commis- 
sions and incentive rate. 

Only experienced men need apply. We will 
consider men with one other line which will 
not conflict. All replies kept in confidence. 


Reply to Box 695, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














Fast Growing Young Company 
Announces an opening for 


SALES 
REPRESENTATIVE 


in Ohio, Indiana, Michigan, lli- 
nois with in-stock highest quality 
line of imported juvenile shoes. 
Position calls for aggressive, ex- 
perienced man, age 25-45, and 
offers security with a future. Give 
resume and enclose photograph. 
All replies confidential. 


Reply to Box 698, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








THOMAS SHOES FOR MEN 


Nationally oe. in EBONY—PLAYBOY 
gs in these 
territories: ssc od Illinois; Louisiana, 
Mississippi; Texas; California; Washington, 
Oregon. Enclose photo, resume, references to: 


BRILLIANT BROTHERS COMPANY, Boston 11, Mass. 














SIDELINE SALESMEN 





Territories open: 
Kansas, Nebraska 


MEN'S SHOES—"Air-O-Magic" 


¢ Only 2 Sample Cases 


Territories open: 
California 


H. C. Godman Co. 





CHILDREN'S SHOES—"Old Pals" 
© $3.95 to $5.95 Retail; Infants, Childs, Misses, and Little Gents 
¢ Only 3 Sample Cases. All Shoes in Stock 


North & South Carolina, Georgia 
Oklahoma, West Texas 


© $8.95 to $12.95 Retail. All Shoes in Stock 


Inquiries Confidential—Write To: S. T. Levin 
46 E. Fulton Street 


New England States 


Columbus, Ohio 











SALESMEN WANTED 


SALESMEN WANTED 





ee 


and Chains. 


VIRGINIA, WEST VIRGINIA. 


Prefer Side-Line man. 


Some established business. 


on] S00 010 


WOMEN'S DRESS AND ARCH LINE 


Due to Production Expansion, additional volume can be serviced. 
NATIONALLY FAMOUS RETAIL $7.95 to $9.95. 


Extensive In-Stock Department for Independents, Department Stores, 
ALABAMA, ARKANSAS, NORTH CAROLINA, SOUTH CAROLINA, 


GEORGIA, KENTUCKY, LOUISIANA, MAINE, MISSISSIPPI, NEW 
HAMPSHIRE, UP-STATE NEW YORK, OKLAHOMA, TENNESSEE, 


Unusually high commission to aid development of territories. 


State full particulars. Replies confidential. 


i 


on) SS 0hohSaono 


Reply to Box 696, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. | 
orn ——=02o———————0h0=—————0b10 








EXPERIENCED MEN WANTED 


to carry our complete In-stock 
Line of Women’s Style Footwear. 
Representation is needed for the 
following areas: Western Penn- 
sylvania, West Virginia; North 
Texas, Oklahoma, Arkansas; 
Northern California. Non-conflict- 
ing sideline will be permitted. 


BELLE MODE FOOTWEAR, INC. 
43 Leon Street, Boston, Mass. 








MEN'S SHOES 


Due to realignment several Central 
and Midwestern territories open 
for young (30-45) aggressive sales- 
men to sell a complete in-stock 
line of Men’s Shoes. Medium to 
Better Grades, with feature con- 
struction. Liberal commission with 
drawing account, Please give com- 
plete history of past experience. 
All replies strictly confidential. 


Reply to Box 689, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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Classified and Want Ads 


HELP WANTED SALESMEN WANTED SIDELINE SALESMAN WTD. 














SIDELINE SALESMEN WANTED: Beau- 


WANTED: LEATHER FINISHER SALESMEN WANTED tfully Styled Men's Flannel Shoe Bags, priced 


for Give-away territories open 
to supervise fast growing Specialties Finishing eleven Western States. 10% commission. Re- 
Department of Well Established Leather ply to Box 690, Boor anp SHogr RECORDER, 
Firm. Must have experience in all phases of For Nationally Advertised, In-Stock Line Chestnut & 56th Streets, Philadelphia 39, Pa. 
Finishing, as well as Production methods. In- “ é i aK 4 hs' 
teresting and challenging work. Good oppor- of Infants’, Children's, Misses’, Youths 


tually Cor the right person. and Growing Girls’ Welts. Your OP- e: poy SHOr tt or reneomggg A 


wg BBY pe Baad Bn ogy _— PORTUNITY to carry an expanding, commission. Reply to Box 699, Boot anp SHOE 
. ° ~ a : 1 tlade 
established Line with the first name in Recorper, Chestnut & 56th Streets, Philadel- 


hia 39, Pa. 
ASSISTANT UPPER LEATHER BUYER the business—and Quality and Sales oss 


for Shoe Factory in Maryland. Prefer young . 1 ae 
man with technical training and some practical Promotion to match! Territories open 


experience in handling side leather and splits. in Mid-Atlantic, Southern and Mid- 

State complete details and desired salary in first Western sections. Give full details and SALESMEN WANTED 
letter. Reply to Box 667, Boor anp Sno Re- ° 
corper, Chestnut & 56th Streets, Philadelphia | references in your reply. 


39, Pa 
ADAMS BROTHERS, INC. Pittsfield, NW. H. SALESMAN WANTED, ST. LOUIS AREA 

FOR SALE We have open for representation this territory, with 
E many well established accounts Exclusive dis- 
| SALES REPRESENTATIVES ase: tributor of EASY WALKER SHOES. Complete 
| Ne Patented Slipper Massage t as you a Tomen’s , saat a. Wevelty 
ADRIAN FLUOROSCOPE FOR FAMILY | ¥ alk. a A. we oe ase, ‘ANS s6N, — es ee n ge ee “ — Besse 
SHOE STORE. Like New Latest model. Best 1901 South 12th, Allentown, Pa. Sports, Casuals All replies in absolute confidence. 

ffer. PHILLIP’S SHOES, 4906 Cermak, IDEAL SHOE COMPANY 
<Aeengs,. Seeaets 316 No. Third St. Philadelphia, Pa. 


a foe . * oe . * ran | SALES OPPORTUNITY! THE COLUMBIA SHOE IN-STOCK LINE 


FOOT APPLIANCE MANUFACTURING Ste ’ , . ~e 
j IE clu , * wae | OF POPULAR PRICED WORK SHOES 
BUSINESS, including Tools, Dies and Equip- NATIONALLY KNOWN AND BOOTS. aneein tives Tadiana, At- 


ment Selling account of death “ne | | tractive commission UNION SHOE MFG. 


thirty years. National distribution. Reply to ' : r ; 
Box 703, Boor ann Suoe Recorper, Chestnut & WOMEN S FOOTWEAR CO., Sheboygan, Wisconsin. 
6th Streets, Philadelphia 39, P os 


39 
























































weitnithdmtntcnds VIRGINIA WELTS. Women's Welts and Cements; Doctors® 
ote eee eee || eee | ion for goa Broke Ry 
OE a rman en ane ere 
coabal diptetaity eiteet @oaees ” WT’ on SOUTHERN NEW JERSEY |” TERRITORY OPEN: REPRESENTATIVE 
ibsorb odors. Last. for years. Men's and MISSOURI CALLING SHOE MANUFACTURERS, 
ig 9 RR ity Se ARKANSAS Hine hg Me cing 
yes, Cashin om this once in lifting afer SOUTHERN ILLINOIS pay Mae ok sag > lag lilaaaaay 
43 Fifth Avenue, New York City — KANSAS 
a ee . : OKLAHOMA 
SHOE STORE ADULTS’ FLEXIBLE TEXAS BUYERS WANTS 
ARCH ORTHOPEDIC SHOES Established 


eighteen years; excellent cliente “? . 4 ’ sats ° . : 
Saatag’ Sada uae aii aeeiniee ae | No objection to a non-conflicting sideline MISMATES, NEARMATES, DISTRESS 


400,000. Selling account of death. Reply to Reply to Box 700, BOOT & SHOE RECORDER Men's and Boys’ Shoes. One pair or 1,000. Top 


Box 702, Boor ann Snore Recorper, Chestnut Chestnut & 56th Streets, Philadelphia 39, Pa. dollar. NATHAN ROSEN, 142 Orchard Street, 
& 56th Streets, Philadelphia 39, Pa. New York City 2, N. Y., GRamercy 7-8215. 























CLASSIFIED 


ADVERTISING RATES ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


20¢ a word 
Minimum (18 words) . .$3.60 Chestnut & 56th Sts. 


Box number, extra... .$2.40 Philadelphia 39, Pa. 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$16 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising Enclosed is Check 0 

is payable in advance Please check if box No. is Wanted [7] Money Order 0 


Here is my want-ad: 
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Ajax, E. J., Sons, Ine. 
Alden, C. H., Shoe Company. . 
Amer, William, Company .... 
American Chair Company .. 
American Shoemaking 
Anchor Wire Specialty Co. 
Avon Sole Company 


B&R Shoe Co. 
Baris Shoe Co. 


Beebe Rubber Company .... 
Beckwith-Arden Inc. 

Berned Shoe Co. 

Blue Star Shoes, Inc. 

Brauer Bros. Shoe Co. 

British Classics, Inc. 

Brown Shoe Company ....... 2,3 


Cambridge Rubber Company 
(Vul-Cork) : 

Cameron Company, Displays.. 126 

Camitta Shoe Co. 126 

Carmo Shoe Mfg. Co. 

Carry Pack Company, Ltd. .. 

Cavalier Co. 

Chambord Shoe Co., 

Colonial Tanning Company .. 

Craddock-Terry Shoe Corpora- 
tion 

Crown Rubber Company .... 

Curtis-Stephens-Embry Co. .. 

Cushionized Bellaire Shoe 
Company 


Dynel, Division of Union Car- 
bide Corporation 106, 107 


Eby Shoe Corporation 
Eddy Shoe Company 
Edwards Vincent & Co. 
Ed White Junior Shoe 
Company 
Endicott Johnson Corporation. 32 
Evans, John R., & Company 7 


Federal Industries ...Third Cover 
Foot-So-Port Shoe Co. 8 


Gaffin, Seth, Shoes, Inc...115, 127 
Gerberich-Payne Shoe 

Company Back Cover 
Gotham Shoe Mfg. Co., Inc. 125 


Hamel, L. H., Leather Co. .. 112 
Hempstead Shoe Company .. 127 
Heydays Shoes Inc. 34 
Hoy Shoe Company 
Hubschman, E., & Sons 

Second Cover 


International Shoe Company 
Front Cover, 42 
Irving Tanning Company .... 118 


Jenkins, George O., Company 97 
Julian & Kokenge Company, 

The 40, 41 
Juvenile Shoe Corporation .59 to 62 





Index to Advertisers 


This index is published as a convenience. No liability is assumed for errors or omissions. 


Kangaroo Tanners 
Kelly Sales, Inc. 
Kiwi Polish Co., Pty Ltd. .. 128 


Lawrence, A. C., Leather 


Co. 
Leather Industries of 
America 
Leverenz Shoe Company . 
Little Yankee Shoemakers .. 
Long Arm 
Lucey, John E., Co., Inc. 


M. H. B. Chemical Works .. 

Mapac Co. 

Mears Heels 

Miller Shoe Company 

— Orthopedic Appliance - 
1 


Mosinger-Cohn Shoe 
Company 


Nohel Manufacturing Corp. 96 


Parents’ Magazine 
Phillips Premier Corporation 120 
Portage Shoe Mfg. Co. ...... 1 
Potvin, R. J., Shoe Co. 

Princeton Mills 


Ripple Sole Corp. 
Rubin, Irvin 


Scott Foot Appliance Co. 

Semco Company, Inc. 

Servus Rubber Co. 

Sheraton-Atlantic Hotel 

Step Master Shoes, Inc. ...64, 

= Shoe Company, Inc., 
9 


Tingley Rubber Corporation 122 

Tober-Saifer Shoe Manufac- 
turing Co., Inc. 67 

Topps Shoe Store 127 


Union Carbide Chemicals Com- 
pany, Dynel Division of 
— Carbide 1 

106, 

United Shoe Machinery Cor- 

poration 


Vaisey-Bristol Shoe Co. ...... 8, 9 

Virginia Oak Tannery Sales 
Corporation 

Vulcan Corporation 


Wasco Chemical Company ... 91 
Weber Shoe Company, Inc... 55 
Weil, M. K. Shoe Co. ....57, 123 
Wellco Shoe Corporation .... 122 
oe Shoe Manufactur- 


g Co. 
Wilbur Coon Shoes 
Wolf Brothers, Inc. 
Wolff Shoe Mfg. Co. 














April 1, 1960 


in NEW YORK CITY 


The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “‘buy”’ than ever! 
The location is perfect for you—in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
It’s your hotel! Write for buyers’ rates. 
MEMBER OF DINERS’ CLUB 


@) HERATON- 
AXTLANTIC 
Hore 


Broadway at 34th St., New York City 
Across the street from the Marbridge Building 
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UNITED CHEMISTRY IN ACTION... 
Helps You Produce More and Better Shoes 


- Behind United shoemaking products there is a remarkable 
world of chemistry in action. This chemistry gives shoemakers 
new opportunities for increased cost savings, improved quality 
and extra beauty and durability. 

Chemistry gives you the quality line of SUPERGRIP®* Sole 
Attaching Cements — formulas that can bond all materials for 
all types of shoes. Plus the new cost-cutting BE BE ROD* 
thermoplastic cements, too. 

Chemistry helps produce the world’s most extensive line of 
quality finishes — including remarkable DURALENE* and 
SUPERFIL* shoe finishes. 


Chemistry produces the cements and know-how for the unique, 
cost-saving PLIRIB* insole rib materials. 

Chemistry even contributes vital metallurgical data to provide 
precision fit and top quality steel for users of VITA-TEMPERED 
shanks. 

When you need new and different solutions to tough shoe- 
making problems ~ or want top value in shoemaking supplies — 
rely on United’s ‘‘chemistry in action” for that extra margin of 
quality and dependability. United Shoe Machinery Corporation, 
140 Federal Street, Boston, Mass. 











YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


RODUCT AND REGISTERED TRADE-MARK OF THE B. B. CHEMICAL CO. 














vinyl f 


FEDERAN vinyl fabrics will upgrade your casual 
and fashion footwear products from the common- 
place to the extra ordinary...in quality... in 
appearance... in dependability. 


FEDERAN leads the way, with the very latest tex- 
tures, patterns and colors. 


FEDERAN’s impressive quality certification and 
quality commendation seal program, together with 
many other merchandising assistance features, 
will greatly increase sales volume and your profits. 


Send for color and texture samples, together with 
merchandising assistance details. 


| ow Dy ee Mag . 
pellud ried, a TEXTRON company 687 MAIN STREET, BELLEVILLE 9,. NEW JERSEY 





They're the Most in Boys’ Shoes oe 








Gerberichs appeal to more boys because 
they're styled right by age groups: Youths 
814-12-3. Boys 1-6, Big Boys 614-11. 
Each size run has its own complete style 
program. That’s why Gerberichs are 
America’s Most Popular Boys’ Shoes, 


why Gerberich dealers show such impres- 











sive sales figures. 





GERBERICH-PAYNE SHOE COMPANY « mount Joy, PENNSYLVANIA 





